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FAST! ACCURATE! UP are a few samples of the approxin 000 
sour readily evalte she impact of Mailing Lis Selection in tr 
is fae * USERS OF : Adapt your facilities to the use 
or gene Mail, We shall be glad to show you how. Call or write for particulars. 


Because their texture adds depth 


to your illustrations 


HAMILTON 


TEXT & COVER PAPERS 


are the best-selling text & cover papers 


in all America! 


Ilustrations take on an extra dimension when fine printing is 
married to Hamilton Text & Cover Papers. 


You get greater depth, greater realism, because the distinctive 
finishes actually blend with line cuts or halftones, in black and white 
or color. The texture of a garment, the surface of a machine, the flufhi- 
ness of a cloud become so real you can almost feel them. 

Hamilton Papers print beautifully. [hey are pre-humiditied and 
surface sized. They feed well. They have exceptional ink receptivity 
and unusual opacity. 

You have a tremendous variety to choose from. \lany different 
whites and a huge array of colors. Felt, vellum, laid finishes. Ample 
choice of weights. You can make a selection just right for the piece 


you're printing. 


Make your printing stand out from the ordinary by using Hamil- 
ton Text & Cover Papers—the papers that sell products and ideas 
best. Ask your distributor for swatchbooks, or write direc t. 
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Plan the design with paper in mind 


HAMILTON PAPERS 


W. C. HAMILTON & SONS, Miquon, Pa. 
Offices in New York, Chicago, Los Angeles 


HAMILTON TEXT & COVER PAPERS include Starwhite « Carousel « Andorra « Victorian « Louvain « Sheffield « Gainsborough « Weycroft « Kilmory « Vellum 
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Christmas 1955 


eS INCE that wondrous night of 


long: 

7 G ago, when an angel of the 
” Lord appeared to the startled 
shepherds tending their flocks, 
—and said,‘ fear not, for J bring vou good tid- 
ings of great jou,—Christians have paid pee: 
to Christ, the Son of God, on his natal dav: 
And so, again, as this festive dav approaches, 
let us all and give thanks to our Acabventv 
Father for his great gift to mankind.*~> In our 
devotions this Christmas, let us thank Him for 
his blessings upon us and upon our great coun- 
tru, where Americans of all faiths and origins 
have equal opportunities and rights as free men. 
*SLet us continue to reaffirm our faith in God, 
and to follow the Golden KRule?+Let us prav 
to Him for Divine Guidance in our daily lives 


and to give strength and wisdom to our leaders 
to further lead the wav towards world peace 
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Volume 19 Number 7 November, 1955 


COVER STORY 


DEPARTMENTS 
By Henry Hoke, Sr. 


The serious young man on the cover 
this month is the new publisher of 
lea The Reporter of Direct Mail Adver- 
7 tising. He took over the job legally, 
physically and mentally on Novem- 
REED-ABLE COPY — Conducted by Orville Reed . ° ° ° 48 her 1. 1955. His name. es most of 
you know, is Henry Hoke, Jr., other- 
MY MAIL ORDER DAY — by Jared Abbeon . ° ° ° ° 51 wise labeled as “Pete.” 


After thirty-five years in direct mail, 
and after eighteen years of building 
up the only trade magazine in the 
field, the senior member of the fam- 
ily will relinquish management and 
FEATURES financial details to younger minds. 


He will devote himself entirely to 


DIRECT MAIL DIRECTORY. . . «© «© «© « 54 


SENATOR JOHNSTON LOOKS AT THE POST OFFICE. . . 21 writing and editing the magazine in 
a more healthy climate. (But more 
WHY USE DIRECT MAIL? — by Howard G. Haas. of that later.) * 
Following the customary procedure 
LETTERS WE NEVER FINISH READING — by Maurice Pollen . 29 for our cover stories .. . we'll have 


to give you biographical details so 
that you'll all be better acquainted, 


THE COLUMBIA LP RECORD CLUB LINKS RETAILERS . 
Henry, Jr., saw the dim light of 
TO MAIL ORDER — by Dudley Lufkin, Field Editor. . 30 day in the then smoky Pittsburgh 
Pa., of May 27, 1920. That makes 
HOW TO SAVE MONEY ON YOUR ADDRESSING — by Leo Gans 34 him just about the same age as the 


new president of the DMAA, Joe 
McGee, Jr. They will be working 
closely together for the advancement 
of direct mail . . . so should make 
an energetic team, 


TRAINING PERSONNEL FOR DIRECT MAIL. . . . . 38 


Henry Hoke, editor Henry Hoke, Jr., Publisher Pete was saturated in direct mail at 

M. L. Strutzenberg Joseph K. Ross an early age. His father was just 

Business Manager Midwest Advertising Manager getting started in the lettershop husi 

ness. Letters and direct mail were 

Dudley Lufkin F. Stern H. L. Mitchell discussed morning, noon and night 

ield Editor Circulation Western Advertising Manager 5 told the stew in Dogs That Climb 


Trees . . . about this four-year-old 
who was learning to say his prayers 
and one night was overheard repeat- 


The Reporter of Direct Mail Advertising is published monthly by Henry Hoke, publisher, at 
Garden City, New York. Subscription price is $6.00 a year, Re-entered as second class matter 


at Post Office at Garden City, New York, under the act of March 3, 1897 Copyright 1955 by : cow? adit _ 
Henry Hoke. Chicago Reporter Office: J. K. Ross, 670 N. Michigan Ave. Chi. Ii, Iii, Tel ing Bill Kier ° crusading phrase, 
Mohawk 44776. Western Sales Offices H. L. Mitchell & Associates, 3087 Saturn Avenue “Dear Lord, the letter is the strong 


Huntington Park, California, Lafayette 4668 
est selling force in business.” By five 


r Renorte ndepe ‘ wned and erated tior re 
Reporter os part of the Associa ervice. A 5 heir a jues pays for the lettershop and in spite of child labor 


"See bottom page 6 
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laws insisted on helping the girls 

“stuff” envelopes. 

© He attended Wilkinsburg grade 
schools, then transferred to Hollis 
when the family moved to New York 
and a job at Postage and The Mail- 
bag. Later on, to Garden City and 
the high school there where prin- 


cipal activities consisted of music, 
to the ATIONAL shows and drum majoring. 

The year 1939 found him a fresh- 

man at Wharton School of the Uni- 

WILDLIFE versity of Pennsylvania where he be- 

came a Kappa Sigma and did more 

drum majoring for the big games. 

FEDERATION But after Pearl Harbor he enlisted 

in the Navy and spent the next four 

years mostly all over the Pacific in 


a photographic correspondents divi- 


oc. WINNER OF A sion of Navy Public Relations. 
Back to the University at war's end 
id 1955 ... and finally a B.S. in Economics 
( \ in June of 1945. Then he moved 
into The Reporter offices at 17 E. 
12nd St. He wasn’t altogether un- 


prepared for he had spent most of 
BEST DIRECT MAIL ADVERTISING his out-of-school summers doing di- 


rect mail surveys. 
In the last ten years, Henry, Jr., 
CAC hasn't had exactly a bed of roses. He 


iow Wildlife Federal had to learn the hard way, even if 
Coppin Company 


OGM 


he was a member of the family. And 
the boss was a tough teacher. At 


any rate. he has covered all of the 
bases; tackled all of the jobs; and 


has managed to meet almost every- 
one in the business by extensive 


traveling and convention attending. 
He and his wife, Demi, and two 
children, Wendy and Henry III, live 
at 17 Pell Terrace . . . just about a 
mile from the Garden City office. 

We think it is an appropriate time 
We're proud to make the switch . . . and we've 


to have been chosen done it. ; 
for our part in There has been quite a bit of argu- 
ment around the office this last 
ng month. The old man, now just edi- 
campaign. tor, wanted to use the Bachrach pose 
shown on the cover. The younger 
minds wanted the more “dignified” 
or conventional shot used to head 


- Personalized Envelopes P this story. Their complaint was that 


b the folded hands made the new 

y 

Re publisher look like he was praying. 

My answer was: “So what? Maybe 
he is.” 


eC ij 
upp S * Footnote: On November 30, 1955, Henry, 
‘ Kitty into their new 


Sr., and wife, move 
home which has been a-building all sum- 
mer on the outskirts of Clearwater, Flor- 
ida. We are definitely not retiring. Just 
getting to a place where we can be more 
relaxed and away from winter colds. A 
- nearby office will be worked in every 

TR. 5-6285, 6, 7, 8, 9, day. We'll continue to edit and write 

just as we have in the past from hotel 
rooms, apartments or wherever we hap- 
making speeches, collecting stories an 
Offices in Boston, Washington & Philadelphia 


Drive, Belleair, Clearwater, Florida 


envelope co., inc. 
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neenah opaque 
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is a business paper that has been treated with titanium to increase its whiteness. The titanium also 
reduces show through and hence it falls under the classification of 


an opaque bond. 

Although it is a 25% rag bond, it has the appearance of more 
expensive papers. 

Because of its reasonable price, Neenah Opaque can be used 
for letterheads from the sales department or for mass mailings 
that require a prestige look. 

Because of its striking brilliance, Neenah Opaque can be used 
by the president of a company for his prestige letterheads. 
Would you take a moment to examine the business papers you 
are now using? Perhaps you can find a place where an outstand- 
ing paper such as this will serve you better. 


Please send me the booklet “The Facts about The Quality” and 
samples of opaque papers. 


Signature 


Attach to your letterhead and mail to: 


NEENAH PAPER COMPANY 
Neenah, Wisconsin 
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THE MIDWEST‘S OUTSTANDING 
ADVERTISING PRODUCTION, 
PROMOTION AND MERCHANDISING 

MARKET PLACE 


BIGGER AND Bnd NATIONAL 


EXHIBITS” industries 


MORE Chicago, Illinois 


FILMS, RADIO ~ SHOW HOURS: 11:00 A. M. Till 9:00 
AND T.V. 


a The NAIE 1 is a moving panorama enveloping more tham thirty dif- 
M ) be E 0 F ferent Advertising Production, Promotion and Merchandising In- 
dustries. It is a market place as well as an educational exposi- 
E V E R Y T H | N G “tion. You can see actual demonstrations; preview, test and evalu- 
ate new ideas, services, equipment, materials and techniques used 
in many different phases of advertising production, promotion and 
merchandising ... all in one = and wane one roof! 


YOUR. 
EXHIBIT 
SPACE 


PHOTOGRAPHY . 
* PHOTO COPYING . 
. 
A 


MANY OTHERS: 


ATTENDED 


LAST SHOW! 
NATIONAL ADVERTISING INDUSTRIES | EXPOSITION te 
WM. BAKER. Managing Director 
‘302 DODGE ST. OMAHA. NEBR. + PROM WEBSTER EXPECTED AT 


MARCUS W. HINSON, Associate Director THIS SHOW 
CHICAGO OFFICE: !9 SO. LASALLE ST PHONE: STATE 2 6337 
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MAIL WITH 
CONFIDENCE! 


IN CHICAGO AND 
THE MIDWESTERN AREA 


Yes, at Lemarge you can mail with confidence 
that your schedules will be met that your 
job will be expedited and handled just the 
way you want it. 


Folding . . . inserting (hand or machine) . 
sorting addressing premiums all 
your work will be done with the most modern 
equipment available and under intelligent 
Supervision 


For you, this adds up to SPEED... ECONOMY 

QUALITY. Phone today or, better still, 
come down and inspect our facilities . . . for it 
seems that almost every time this happens, 
we add still another customer 


for details! 


LEMARGE SERVICE 


[) SHORT TIP FOR 1956. Why don't 
you folks start planning early to enter 
the DMAA Leaders Contest next July 
or August? Don’t wait ‘till announce- 
ment next year. Begin collecting speci- 
Even though 
you should have this 


mens, result figures, etc 
you don't enter, 
material to show to your own manage- 
ment 

— 

eee 
[) THE MIAMI, FLORIDA, Direct Mail 
Advertising Association held an im- 
port meeting on September 27 at the 
McAllister Hotel. Walter Grueninger, 


of Dun & Bradstreet and chairman of 
the DMAA 
presented to Dean Grover A. Noetzel, 
of the University of Miami School of 
Business Administration, a 
set of last year’s winning portfolios in 


Educational Committee 


complete 


the DMAA Best of Industry Contest. 
Walter also delivered a well received 
talk on “Successful Direct Mail Adver- 
The Greater Miami Direct Mail 
Club is now only six months old and 


tising.” 


is growing fast. Has forty active mem- 
bers. Anyone interested in joining the 
club or attending as a northern visitor 
president, 
4201 N. W. 
Miami, Florida. 


should contact Louis Entler, 
in care of Reba Martin, Inc., 
Second Ave. 
eee 
[) UNIVERSITY OF PENNSYLVANIA'S 
Law School is embarking on a much 
needed project. A _ division of the 
school, called “Institute of Legal Re- 
search,” backed by a $30,000 grant 
from Ford Foundation’s Fund for the 
Republic, Inc. will “investigate the 


We welcome your direct mail ideas and news items for this department. Send all material to 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y. 
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legal authority of the Post Office and 
other agencies to ban books, magazines 
and other matter from the mail.” It 
is a controversial subject, but the 
powers that be at Pennsylvania say 
it will be approached with “genuine 
detachment.” The DMAA has offered 
its advisory services; likewise, this re- 
porter. We have all been active in 
trying to keep the mails clean from 
frauds and misrepresentation . . . but 
we all know that sometimes the Post 
Office has 
bounds. So this present study should 


clear the atmosphere. 


overstepped the legal 


— 
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[) SUGGESTED CRUSADE for the 

Womens Ad Club of Baltimore, Mary- 

land: This reporter has always been ir- 

through his 


ritated when he went 


birthplace . . . by the incessant honk- 
ing of automobile horns. You could 
tell when you hit the city line even 
though blindfolded. Now we see by an 
Associated Press report that Baltimore 
has been called by Henry Barnes (traf- 
fic engineer) the “honkingest” city in 
the country. The fine members of the 
Womens Ad Club might adopt this as 
a crusade. Get all the mailers to local 
addresses to include “pleas” for clean- 
ing up the horn honking situation in 
Baltimore. It’s a worthwhile civic pro- 
ject and direct mail could help. 
= 
eee 

[) ANOTHER MISREPRESENTATION 
STOPPED: Several years ago this re- 
porter complained about and reported 
on an operation called “Tobacco Sur- 
veys, Ltd.” It was a plan which sup- 
posedly was intended to secure an- 
swers to questions about tobacco usage 
But the real purpose was to secure 
information for use in collecting past 
considered it a 
shady Federal Trade 
Commission has recently obtained a 


due accounts. We 
practice. The 


stipulation from the 


Hollywood, Calif., 


promoter in 
promising not to 
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print, 
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products MEAD c 
Makers 

Paper Ohio 


oRPORATION 


Atlanta 
Boston + Philadel 
new York + 
1, Dayton 
y, 118 West Stree 


The Mead Sales Comoe 
Sales OF 


This full-page advertisement has been seen by the 
readers of Time and of U.S. News & World Report 


ADVERTISING THAT HELPS YOU SELL 
Mead Papers mean business . . . for merchants, merchant-salesmen, printers, 
lithographers and advertisers. Making Mead Papers unforgettable in the minds 
of your customers—all who buy and specify paper products—is the job being done 
through our national advertising. Remember, Mead Papers mean business for you. 
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Send for free illustrated catalog. 


For a surprisingly low cost you can 
get the same high-efficiency mail han- 
dling equipment that's used by the 
majority of post offices .. . CORBIN 
Mail Handling Equipment. CORBIN 
assures you efficiency and economy 
right down the line, First; buying 
direct saves handling costs. Second; 
fine wood construction gives you gen- 
erations of use—tree from rusting, 
scaling, or pitting. Third; CORBIN de- 
sign, based on years of experience in 
mail handling problems, eliminates all 


waste motion . saves you time 


It will pay you to get complete de- 
tails on all the advantages of CORBIN 
Mail Handling Equipment. Mail cou- 
pon for free illustrated catalog. 


Corbin Weed Products Division, Dept, RF 
The American Hordwere Corporation 
Hornell, New York 


Please send me your free illustrated cotalog 
of Corbin Moil Handling Equipment end 
ether Corbin Wood Products 


Nome 
Address 


| 
| 
| 


use the trade names, “Tobacco Sur- 
veys, Ltd.” or “Coffee Surveys, 
Ltd.,” to mislead people as to the nature 
of his business. , 


17) 


() AN INTERESTING EXPERIMENT was 
tried by the Chamber of Commerce 
of Orlando, Fla., this past summer sea- 
son. Fifty-nine advertisements were 
placed in twenty-seven leading north- 
ern and southern newspapers offering 
a “vacation With Pay Travel Kit” to 
out-of-state Florida visitors. The travel 
kits contained many pages of perfora- 
ted tickets. The visitor was supposed 
to sign on the backs of all tickets and 
each one entitled him to something 
free, like a night's lodging, a day of 
fishing, a meal at a prominent hotel, 
tickets to the theatre, etc. The whole 
idea was backed by the local merchants 
who underwrote the advertising cam- 
paign and the free tickets. Response 
was very gratifying. Up to the end of 
July, over 17,000 travel kits had been 
mailed. Some of the sponsors, such as 
fishing camps, were overwhelmed with 
business. It was a profitable invest- 
ment because most of those who turned 
in free tickets were accompanied by 
other members of the family or friends 
who paid for what they got. The com- 
bination newspaper and direct mail ad- 
vertising campaign was so successful 
that the Orlando Chamber of Com- 
merce has copyrighted the idea. 


[) THE ASSOCIATION OF FIRST CLASS 
MAILERS is growing. We had a talk 
with Marcus Braun, the president, at 
the Chicago convention. The supporting 
membership now numbers around 125 
firms who have a big stake in first 
class postage. The association is work- 
ing strenuously to avoid any increase 
in that rate. Those who are interested 
should contact Marcus Braun, at Met- 
ropolitan Finance Corp. 1127 West 
4ist St., Kansas City 2, Missouri. 


[) FOR DIRECT MAIL PROMOTERS: 
Put this quotation among your sales 
tools: “Direct mail is the backbone of 
our sales promotion efforts.” That is 


what John Porter, advertising and 
promotion director of NBC's TV Net- 
work, said when he received the Gold 
Mailbox top award at the DMAA con- 
vention in Chicago. There you have a 
case where another major medium of 
advertising acknowledges that direct 
mail is the most powerful force in 
their selling structure. 


[) ADVANCE TIP: Early in January 
of 1956 a new book will be published 
by W. W. Norton & Co., Inc., 101 Fifth 
Ave., New York 3, N. Y. It will be an 
important book. This reporter has read 
some advance galleys and we can 
vouch for the fact that the subject mat- 
ter is greatly needed. The title: The 
Law of Advertising and Marketing. It 
was written by Morton J. Simon, the 
Philadelphia lawyer who was largely 
responsible for instigating and winning 
the lawsuit brought by agencyman, 
Duane Jones, against former employ- 
ees. The text is written in clear, non- 
legal language, carefully annotated and 
indexed. It practically every 
possible legal problem which may arise 
in the handling of advertising. There 
has never been anything quite like it. 
We predict it will become a standard 
text and reference on the subject. 


covers 


[) HERE 1S AN IDEA for chairmen 
who have to introduce mail 
speakers at civic club meetings. The 
Los Angeles Lions Club had a meeting 
on September 23, 1955, at which the 
featured speaker was Robert Hemmings 
of Burroughs Direct Mail Advertising. 
Herbert L. Mitchell, West Coast repre- 
sentative of The Reporter, the 
chairman of the day. Instead of in- 
troducing the speaker in the usual way, 
he read a clever letter addressed to 
the members of the Lions Club of Los 
Angeles. It tied the subject, 
“Dear Sir.” We don’t have room to 
print the excellent letter but future 
chairman might be able to get a copy 
by writing to Herbert Mitchell, 3087 
Saturn Ave., Huntington Park, Calif. 


[) SECONDARY BOYCOTTS are really 
making news. The Post Office at Lock- 
port, N. Y., refused to accept for mail- 
ing a labor publication of the United 
Auto Workers, Voice of Labor, on the 
grounds that it contained a defamatory 
message against the Kohler Company 
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If You Use 


Uncle Sam's Mail ... 


You Should 


Read This Story 


All of us interested in Direct Mail 
know that alert advertisers are using 
this direct approach more and more 
as the competition for consumer dol- 
lars becomes more keen. Direct Mail 
is versatile and flexible, we pinpoint 
and concentrate on area markets and 
keep close check and valuations on 
returns. We also keep close check on 
our budget and any factor that offers 
us the opportunity to reduce our costs 
per message is certainly of vital im- 

rtance to us. For this reason we 
ring to your attention and considera- 
tion an outstanding line of opaque 


paper which is really opaque 
Maximum Opacity 


In the past many of us have attempted 
to reduce our mailing costs (an im- 

rtant budget factor in direct mail) 
o using a lighter weight paper only 
to run into the ever present dilemma of 
having a beautiful presentation and 
finished job ruined because — heavy 
halftones, reverse plates and type 


showed through the page. Now, once 
and for all, this problem has been 
licked—because Millers Falls Opaque 
Parchment, gives maximum opacity to 
any printed piece. You have a choice 
of four weights of paper—12, 16, 20 


and 24 |b. Choose the weight neces- 
sary to do your specific job best, tak- 
ing into cOnsideration the amount of 
solids and area coverage your partic 
ular piece has. For your guidance the 
opacity of the 16 Ib. is equal to that 
of a 40 lb. book paper. It is aiso avail- 
able in either a cockle or smooth finish 
Colors are available to specifications in 
manutacturing quantities We have 
seen direct mail promotion pieces pro- 
duced on Millers Falls Opaque Parch- 
ment and the results are terrific. We 
have seen mailing costs reduced with- 
out jeopardizing the final appearance. 


Minimum Bulk 


Another important factor that concerns 
all Direct Mail users is the bulk of 
the finished piece. It has always been 
a problem to overcome show through 
without increasing bulk. However, we 
noticed particularly that Millers Falls 
Opaque Parchment overcomes the 
factor of bulk for the sake of opacity 
With Millers Falls Opaque Parchment 
you not only get maximum opacity but 
you get it with minimum bulk. This 
is important when you plan to circular- 
ize booklets, catalogs, annual reports, 
etc. For example, we saw an in- 


surance rate book in which this opaque 
paper was used, it had 210 pages, each 
pase was printed 2 sides, the 
00k was only 44” thick including the 
stiff covers. Doesn't this give you some 
idea of why we are so enthused about 
the tremendous possibilities of Millers 
Falls Opaque Parchment in the Direct 
Mail field 


Printability 


Upon checking into the inherent 
characteristics of Millers Falls Opaque 
Parchment we found that its most 
outstanding quality was printability 
The reason for this is the soft textured, 
uniform surface that gives this paper 
its exceptional affinity for ink. It works 
beautifully on either letterpress or off 
set and maintains a high degree of 
fidelity. Already over 55 paper mer 
chants stock Millers Falls Opaque 
Parchment (for your convenience we 
list them on the next page). If you 
would like samples of this paper we 
will send you a portfolio containing 
samples of all the weights in both 
finishes together with a handy opaque 
test chart. Simply write the mill on 
your letterhead or use the coupon we 
have provided on the next page 


‘ 
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You can get addi- 
tional information 
about Millers Falls 
Opaque Parchment 
from these Paper 

Merchants. 


| 


Name 


Company 


Company Address 


ALBANY, W. Y. 
Hudson Valley Paper Co., Tel. 4-9135 


ALBUQUERQUE, M. 
Graham Paper Co., Tel. 7-88683 


ATLANTA, GA. 
Sloan Paper Co., WA 0653 


BALTIMORE, MOD. 
Bradiey-Reese Co., PL 2-8129 
J. Francis Hock & Co., PL 2-1057 
Paper Supply Co., MU 5-6776 


BIRMINGHAM, ALA. 
Graham Paper Co., Tel. 3-2229 


BOSTON, MASS. 
John Carter & Co., CH 2-5000 
Century Paper Co., HU 2-2505 
Cook-Vivian-Lindenmeyr Co., Li 2-1885 


CHARLOTTE, W. C. 
Caskie Paper Co., Tel. 2-5168 


CHATTANOOGA, TENN. 
Graham Paper Co., Tel. 7-560! 


CHICAGO, ILL. 
Berkshire Papers, Inc.. CH 3-5100 
Graham Paper Co., AN 3-0755 


DALLAS, TEXAS 
Graham Paper Co., RA 7238 


DAYTON, OnIO 
Jack Walkup Paper Co., HE 5858 


DES MOINES, IOWA 
Pratt Paper Co., Tel. 4-424! 


DENVER, COLO. 
Graham Paper Co., TA 625! 


DETROIT, MICH. 
Seaman-Patrick Paper Co., TA 5-224! 


EL PASO, TEXAS 
Graham Paper Co., Tel. 2-6573 


HARTFORD, CONN. 
Henry Lindenmeyr & Sons, JA 2-3167 
Green & Low Paper Co., JA 7-112 
Rourke-Eno Paper Co., JA 2-8215 


HOLYOKE, MASS. 
Judd Paper Co., JE 4-566! 


HOUSTON, TEXAS 
Graham Paper Co., CA 6303 


JACKSON, MISS. 
Graham Paper Co., Tel. 3-4959 


KANSAS CITY, MO. 
Graham Paper Co., NO 3900 


Millers Falls, Massachusetts 


Send me your NEW Millers Falls Opaque Parchment Portfolio with 
handy opaque Test Chart. 


KNOXVILLE, TENN. 
Graham Paper Co., Tel. 5-022! 


LOUISVILLE, KY. 
Graham Paper Co., Tel. WA 6526 


LUBBOCK, TEX. 
Graham Paper Co., PO 3-1949 


MEMPHIS, TENN. 
Graham Paper Co., Tel. 5-5822 


NASHVILLE, TENN. 
Graham Paper Co., Tel. 68116 


NEW HAVEN, CONN. 
Alling Paper Co., UN 5-610! 


NEW ORLEANS, LA. 
Graham Paper Co., TU 1722 


NEWARK, W. J. 
J. B. Card & Paper Co., Mi 2-0920 


WEW YORK CITY 
F. W. Anderson & Co., CO 7-2060 
H. P. Andrews Paper Co., GR 7-3070 
Beekman Paper Co., Al 5-4200 
Duplicating Papers, Inc., OR 5-1717 
M. M. Elish Co., CO 7-8477 
Forest Paper Co., WA 4-1400 
Linde-Lathrop Paper Co,, OX 5-3300 
Milton Paper Co., WA 9-672! 
John F. Sarle Co., BE 3-8060 
Willmann Paper Co., WA 5-112! 


OKLAHOMA CITY, OKLA. 
Graham Paper Co., RE 9-2538 


PHILADELPHIA, PA. 
Molten Paper Co., LO 3-6487 
Paper Merchants, Inc., WA 2-0750 
Schuylkill Paper Co., LO 3-1355 


PROVIDENCE, R. |. 
Narrangansett Paper Co., GA |-422! 
Providence Paper Co., GA |-7600 


RICHMOND, VA. 
B. W. Wilson Paper Co., Tel. 7-2605 


SAN ANTONIO, TEXAS 
Graham Paper Co., CA 7-9234 


SPRINGFIELD, MASS. 
Rourke-Eno Paper Co., RE 7-4737 


ST. LOUIS, MO. 
Graham Pape: Company, MA 1|-3355 


WICHITA, KANSAS 
Graham Paper Co., FO 3-1205 


WORCESTER, MASS. 
Butler-Dearden Paper Service, Tel. 3-633! 


at 
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in Sheboygan, Wis. The outside wrap- 
per of the publication (mailed second 
class) contained this wording next to 
the address: “Don’t buy Kohler. Made 
by scabs and strike-breakers.” The 
local union finally agreed to put the 
boycott message inside where it could 
be read only when the paper was un- 
folded. But when an attempt was made 
to remail the magazine in Buffalo, pos- 
tal officials refused to dispatch it until 
an opinion could be obtained from the 
solicitor general in Washington. There 
is a regulation on the books prohibit- 
ing the mailing of defamatory informa- 
tion which may hurt a business. That 
may be another problem for the Uni- 
versity of Pennsylvania investigation. 


OCCUPANT MAILING LISTS are 
receiving a lot of attention ... now 
that the so-called “patron mail” or 
simplified addressing system is dead 
Lettershops all over the country have 
jumped into the breach by compiling 
occupant addresses in their own com- 
munity. That is, they don’t have the 
individual name but they do have the 
address under the word “occupant.” 
We understand that several syndicates 
or associations of occupant mailers 
have been formed. Shops in various 
cities have combined together to fur- 
nish mailers with complete coverage 
We also understand that Max Lloyd, 
secretary of the Mail Advertising 
Service Assn. Intl., 18120 James Cou- 
zens Highway, Detroit 35, Mich. has 
compiled a list of the shops who are 
furnishing such services in their own 
individual communities. We have re- 
ceived so many inquiries about this 
movement that we are publishing this 
information so that those interested 
can write to Max Lloyd rather than to 
us. 

eee 


BEARINGS, INC. of Cleveland, Ohio 


(claimed to be the world’s largest 
authorized distributor) has a direct 
mail program that not only gets good 
returns but also helps the handi- 
capped. Through their agency, Brad 
Wright Smith Advertis.ng, Inc., Bear- 
ings mails 24,000 customers and pros 
pects a packet of 12 match books, to- 
gether with advertising literature and 


a reply card. Mailed every othe: mont! 
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the packages bring in an average of 500 
inquiries, plus many favorable com- 
ments to Bearings salesmen. To handle 
the mailings, the agency turns over the 
match books, literature and reply cards 
to the Cleveland Society for the Blind 
Bearings vice-president William J. Scul- 
ly reports that the blind workers are 
“extremely efficient in packing, mailing 
and meeting deadline schedules” for 


the program. 
— 
eee A 


[]) ADVERTISING AGENCIES & 
PRINTERS must have gotten a kick out 
of a folder produced for Pan American 
Airways by Dickie-Raymond, Inc., 470 
Atlantic Ave., Boston 10, Mass. Titled 
“How This Piece Got Rolled Up In A 
Ball Of Wax,” it was an agency- 
ribbing take-off on how the piece it- 
self finally got produced. A series of 
cartooned accordion folds showed each 
person involved in the folder’s crea- 
tion .. . as he passed the buck on the 
job and took off on a Pan American 
vacation. Starting with the account 
exec’s instructions to the creative dir- 
ector (“. . . you'll have to button this 
up while I'm away. I’m taking two 
weeks for a Pan American holiday”), 
the job got passed down through copy, 
art and production departments by 
each vacation-bound worker. The last 
fold showed a lone soul pecking away 
at a typewriter “Everyone else has 
gone ... what in the world have YOU 
been waiting for?” An added amusing 
twist with the folder was a transmittal 
note from “Bill, the office boy in 
charge”. Filled with typing and spelling 
errors on an Interoffice Memo, Bill 
told recipients: “Everybody that worked 
on the pie peic folder is gone and 
there isn’ t anybody here to chexk it 
for mistakes but me. Nor to send it 
out niether, So it’ a good think yhat 
18m _ reliabble.” 
— 
eee 

ANOTHER DISCIPLE of the postal 
card house magazine is William M 
Proft, 27 Washington Place, East 
Orange, N. J. He is using the simple 
postal card to publish his monthi 
Fund Raising Digest. Well 
You might like to get a copy 


MANUFACTURERS & MAIL ORDER 
FIRMS will be interested in the New 
Products Digest, a monthly publication 
financing and 


written 


on the development, 
marketing of new products. A slick, 
pocket-size magazine, NPD illustrates 
and explains patents that are available 


MAC THE MAILMAN SAYS: 


Speed Mailings, Save Money 


They're a Snap to use — ‘ 
20% Faster... 
100% More Efficient 


© Duplisnaps are carbon interleaved. No 
carbons required! 33 perforated, gummed 
labels to a sheet. Each label (2-13/16" x 1") 
is large enough for a four line address. 
Saves hours of typing — 2, 3, 4, 5 of 6 
labels can be typed in one operation. 
Labels typewriter-spaced for quick typing. 
Labels perfectly aligned. Once you co- 
arrange the top edge of @ set with the align- 
ing bar on typewriter no further adjusting 
needed 
One quick “snap” removes carbons intact 
no tedious and time wasting hand sep- 
arating is needed. No carbon smudges on 
labels! 
Each sheet in a set is numbered in sequence 
on bottom tab simplifies sorting into 
groups which allows successive mailings to 
be sent out in an orderly sequence. 


and don't forget 


DUPLISTICKERS and DUPLISTICKER MAIL 
AIDS are x 11" sheets of gummed per- 
forated labels. There are 33 labels to each 
sheet. Each label is 1” « 3-13/16". Avail- 
able in six colors — white, blue, green, pink, 
canary and goldenrod 

DUPLIQUIK labels — similar to duplistichers 
in size, purpose and versatility, except the 
paper stock is specifically designed for use 
with liquid or spirit type duplicators. DUPLI- 
QUIK gummed labels can also be used with 
typewriter or offset duplicating machine 


For complete details, see your favorite 
stationer, or write 


EUREKA SPECIALTY PRINTING CO. 
558 ELECTRIC ST, SCRANTON 9, PA, 


WE. 
EU REWA 
DUPLISNAP 
ee 
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MAC THE MAILMAN SAYS. 


for manufacture . . . covering a wide 
range of new product ideas in each 
issue. Subscription price is $10 per year 
; available from New Products 
Digest, 205 W. 7th St., Austin, Tex. 
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() THE NATIONAL SAVINGS BANK, 
145 Orange St.. New Haven, Conn. has 
established an annual award to salute 
post office personnel for their role in 
making banking by mail a valuable 
business service. On Monday, Septem- 
ber 26th (the 166th anniversary of the 
founding of the postal service) the 
mutual savings bank presented the first 
engraved plaque to the Hamden Branch 
of the New Haven Post Office. 


() FRONT PAGE PROMOTION: When 
radio-TV star Bill Cullen was signed 
to a long-term contract as headliner on 
station WRCA's early morning radio 
show the New York Journal- 
American gave the news a page-one 
treatment for the advertising world. 
In a cooperative promotion with the 
NBC-owned New York station, the 
J-A (a sponsor on “The Bill Cullen 
Show”) printed several thousand copies 
of their Sept. 20th issue with a front 
page devoted entirely to a “Special 
WRCA Radio Edition”. Over an 8%” x 
12%” picture of the star and stories 
about his show, the J-A’s standard red 
ing ber on typewriter ne further edjusting banner headlme announced: “WRCA 
needed FINDS MORNING MAN!” In addition 
@ One quick “snap” removes carbons intact to being mailed to thousands of 
NO tedious and time-wasting hand sep- advertising agency executives, news- 


They're a Snap to use _" 
20% Faster 
100% More Efficient 


© Duplisnaps sre carbon interleaved. No 
carbons required! 33 perforated, gummed 
labels to sheet. Each label (2.13/16 x1") 
is large enough for a four line address. 

@ Saves hours of typing — 2, 3, 4, 5 of 6 
labels can be typed in one operation. 

@ Labels typewriter-spaced for quick typing. 

@ Labels perfectly aligned. Once you co- 
arrange the top edge of # set with the align: 


erating is needed. No carbon smudges on 


labels! 

Each sheet in a set is numbered in sequence 
on bottom ted simplifies sorting into 
groups which allows successive mailings to 
be sent out in an orderly sequence. 


and don't forget 


DUPLISTICKER MAIL AIDS are #8," 
11° sheets of qummed perforated 
labels. There are 33 labels to each 
sheet. Each label is « 313/16" 
Available in she colort—white, bive, 
qreen, pink, canary and goidenrod 


Now! Seve time with 
the SPEED-O-MOIST LABELER 


The modern, speedy way to moisten 
labels. Office employees will love 
using this amazing time-sever. 


For complete details on Dullenaps, 
Dupiisticher Mall Alds, and the 
Speed-O-Molst Labeler, write to 


PARAMOUNT 


DUPLICATOR PRODUCTS 
15 Whitehall Street 
New York 4, N. Y. 


boys hawked and distributed the special 
edition in Madison Ave. building lobbies 
and at train stations. NBC reports the 
reaction was tremendous. 
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[) OCCUPANT MAILING LISTS OF 
AMERICA, INC. is a new Ohio corpora- 
tion devoted to compiling, supplying 
and brokering Occupant addresses. 
With offices at 239 N. 4th St., Columbus, 
the new firm's officers include: S. L. 
Cullman, president; Grace M. Storing, 
vice-president; W. A. Storing, treasurer 
and M. L. Henney, secretary. Exper- 
ienced list-handler Cullman (who calls 
Occupant mailings a “Miracle Media”) 
says the new company was formed with 
the that “Many organiza- 
tions during the days of simplified ad- 


conviction 


dressing, tried reaching the consumer 
through direct mail. Satisfied with 
results, they wish to continue .. .” 
Backed by an initial $100,000 invest- 
ment, OML of A will furnish these 
organizations with up-to-date Occupant 
lists on Pollard-Alling equipment. 


) THE TRAVELING AWARDS EXHIBIT 
of the Lithographers National Assn. is 
breaking all records as a popular draw- 
ing card for advertising clubs across 
the country. The more than 250 prize- 
winning lithographed pieces in the ex- 
hibit (including direct mail folders, 
brochures, booklets, catalogs, etc.) have 
already been viewed by an estimated 
20,000 persons. LNA will do everything 
possible to fit your city in with their 
present bookings (scheduled for 20 
cities this year) if you're interested in 
sponsoring a showing of the best 
lithography of 1955. Write to LNA 
western manager Gordon C. Hall, 127 
N. Dearborn St., Chicago 2, Ill., and 
he'll send you a folder giving complete 
information how you can arrange it. 


UNUSUAL PRODUCT DEPT.: De- 
scribed as a “child’s dream come true”, 
one recent candidate in the sales race 
for the most unusual mail order prod- 
uct was a large 3-pound gingerbread 
house .. . hand-baked to order. In an 
almost irresistible letter from Mrs. 
Dorothy Damar, Damar Bldg., Newark 
5, N. J. to preferred customers, the 
special gingerbread house was offered 
on a strictly limited basis as a unique 
childrens gift for $5.00. Because each 
house was hand-made by a Master 
Baker trained in Vienna to create 
gingerbread houses, the offer was res- 
tricted to only a few thousand cus- 
tomers. And for Thanksgiving or 
Christmas delivery, there was also an 
imperative October 15th order dead- 
line. A full color picture with the let- 
ter showed the Hansel & Gretel prod- 
. complete with doors, windows, 
. topped with snowy 
candies. A 


uct 
shutters, etc .. 
frosting and decorative 
sweet mail order item! 


[) NATIONAL ADVERTISING WEEK 
has been slated for February 19-25, 
1956 . under the joint sponsorship 
of Advertising Federation of America, 
Advertising Association of the West 
and the U. S. Chamber of Commerce 
With Robert W. Sarnoff, executive 


THE REPORTER 


Speed Mailings, Save 
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vice-president of Nationa! Broadcasting 
Co. as chairman, AFA’s Advertising 
Week committee (including a score of 
leading advertising and communica- 
tions executives) held its first meeting 
in New York on September 23. And 
last month, instruction kits were mailed 
to all advertising clubs throughout the 
country. Material for all media is be- 
ing prepared to show how advertising 
benefits everyone, and will be distri- 
buted by the three organizations. 
Foote, Cone & Belding, New York, is 
the volunteer task force agency for 
the campaign. 

dee 


| ONE OF THE BIG FEATURES of 
Printing Week in New York (to be 
held in January, 1956) will be the 14th 
Exhibition of Printing sponsored by 
the New York Employing Printers 
Assn., 461 8th Ave., New York. Com- 
mercial and non-commercial entries 
will be on display at the Hotel Bilt- 
more from January 16 to 20. The Ex- 
hibition Board of Judges includes: O 
Alfred Dickman, New York Herald 
Tribune (chairman); Amos _ Bethke, 
Time, Inc.; Ernest Donohue, BBD&O; 
Melvin Loos, Columbia University; and 
Ernest F. Trotter, Printing magazine. 
They'll select the best pieces for hang- 
ing, as well as single out particularly 
outstanding specimens to receive an 
award of special merit. Closing date 
for all entries is Nov. 15th. 


[) “PLASTICO OVALS” are a new in- 
novation making it possible to enlarge 
the capacity of spiral-bound booklets 
up to 1%” in thickness. Designed by 
Plastic Binding Corporation to ac- 
commodate extra-large diameter book- 
lets, “Plastico Ovals” also permit in- 
creased space for imprinting on the 
backbone. Wide back styles are avail- 
able in any length and color. Write 
to Plastic Binding Corp. at 732 S. Sher- 
man St., Chicago 5, Ill. for more in- 
formation and prices. 


eee 


() THE WEEKLY DIGEST OF BUSINESS 
CONDITIONS published by Inland Stee! 
Co., 38 S. Dearborn St., Chicago 3, Il 
makes one of the best postcard con- 
tacts we've seen in a long while 
Printed in small type on a govern- 
ment postcard, Inland gives prospects 
and customers a weekly run-down on 
twenty important economic barometers 
(bank clearings, business loans, coal 
and steel output, department store 
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The specific way of measuring the economic characteristics 


of a community 


\ We offer a neighborhood 
| research service 


ig” completely geored to the needs of firms whe ore 
engoged in consumer research, direct selling, fund 
raising compoigns, estme offers, pin point 
advertising, public relotions, and subscriptions 
f oo A research service bocked by economic maps of 
\ cities ond counties showing rocial median 
income, medion rent, median valve of one dwell- 

\ ing wnit end educational levels 


Maps are available on special order 


\ Cities on the bosis of everoge rent by blocks 
Cities on the basis of average dollar volve 

( of one-dwelling-unit structures by blocks 
© Census troct maps showing Negre population 


for cities with 50,000 or more 
© County maps showing Negro population in each 
county with 1,000 or more. 


racial 
= : group 
We 
« do not 
sell names 


| 
| 
i 
= For further information write 
CONSULTA NTS MURRAY HILL 7-6865 
545 FIFTH AVENUE NEW YORK 17, N. Y. ae 


new envelopes with 


FEEL APPEAL 


The COLUMBIA 
GATORTONE 


A new envelope with on exciting 
‘gator-skin feel embossed ina full 
range of tints. New Embosso-Tone 
process, originated by Columbia, 
makes texture and color work together 
in an effective way never achieved 
before! Your direct mail prospects sit 
up ond take notice. 


The COLUMBIA 
RIBTONE 


Also a product of the new Emboso- 
Tone process . . . designed for dignity 
that wins attention. Choice of full color 
range, highlighted on embossed 
rib design 


new envelopes with 
COLOR COME-ON! 


The COLUMBIA 
IMPULSE 
Color Envelopes 


Vibrantly different colors are the 
attention-winning results of extensive 
sales motivation study. You'll feel their 
power over the “impulse buyer” in 
everyone. A sure tonic for a tough 
mailing list 

Complete creative and printing serv- 


ice and quick delivery on envelopes 
of all sizes, colors, textures, and styles. 


SEN 


COLUMBIA ENVELOPE 

2019 of. Melrose Pork, | 

Please send me 

tree sample Gatortone, Ridtone, and 
impulse Color envelopes 

the new Columbia Envelope Buyers Guide 


Name 
fiem 
Address 


City 


sales volume, etc.). Although presented 
in concise, capsule form, the accurate 


and up-to-date volume figures pro- 
vide a weekly economic outlook for 
business and industry. Write to ad- 
vertising manger William E. Geidt . . 
maybe you can get him to put you on 
the list 


(}) ADD ANOTHER MEMBER to the 
“Number One Club” the distinc- 
tive group of firms which have local 
Third Class mailing permits bearing 
No. 1, Latest Permit No. 1 was discov- 
ered on a self-mailer from R. L. Roh- 
rer & Bros., seed and grain company 
in Smoketown, Pa The Rohrer 
Brothers join the ranks of more than 
25 other companies we know of who 
share the “No. 1” distinction. If your 
Third Class permit in your area is No 
1, you're eligible for membership, too. 
No meetings no dues, no obliga- 
tions just mail us your permit No 
1 indicia. 


eee 


(]) MORE THAN 3800 MEMBERS of 
the National Industrial Advertisers 
Assn. have received recently-com- 
pleted Section III of NIAA’s Handbook 
for Evaluating the Effectiveness of In- 
dustrial Advertising. Dealing with 
product and company acceptance, this 
third section of the handbook dis- 
cusses pinpointing objectives, develop- 
ing questionnaires, using the right list, 
mailing and returns, etc. In its en- 
tirety, the completed handbook will be 
a four-section presentation study 
simply titled KNOW. Section I and 
Section III were prepared by NIAA’, 
Advertising Effectiveness Committee 
Section II, which will discuss inquiries, 
is being readied for distribution later 
this year. Copies of Section III are 
available at $450 each Write to 
KNOW, c/o NIAA, 271 Madison Ave. 
New York 16, N. Y. 


eee 


| SPEAKING OF NIAA .... many 
industrial advertisers were startled by 
the recent announcement that the 
popular Putman, McGraw-Hill and 
Technical Publishing Co. Awards will 
no longer be a part of NIAA's annual 
conference activities. In a move to 
make NIAA more self-sufficient, the 


board of directors voted to limit awards 


to the association's own Topper Con- 
test and award for the largest chapter 
membership growth. Also, any future 
contests will be sponsored solely by 
the association. Putman plans to con- 
tinue their Award program sans 
NIAA, with the cooperation of leading 
industrial executives. Technical Pub- 
lishing Co. has decided definitely to 
drop theirs; and McGraw-Hill as yet 
is undecided whether to continue on 
their own or not. In addition to cov- 
eted recognition to NIAA members, 
the three awards also offered cash 
prizes totaling more than $7,000 per 


year. 
— 
eee 


STILL AT IT! Even though it is copy- 
righted and syndicated, we are show- 
ing you here in reduced form the 
asinine cartoon carried in the Sunday, 
September 18, 1955, issue of the Chi- 
cago Tribune. This cartoon irritated a 
lot of people, particularly some impor- 
tant advertisers of the Chicago Tri- 
bune. Perhaps the artist should have 
put “newspapers’- under the word 


“catalogues.” 


PAPER TIPS. Write to advertising 
manager George Sherwood at W. C 
Hamilton & Sons, Miquon, Pa. and 
ask him to send you new portfolio 
“Extra Dividends From Your Off- 
set Duplicator.” Contains excellent 
examples of forms, letterheads, bulle- 
tins, circulars, etc. which can be pro- 
duced on office duplicators (on Hamil- 


ton papers, natch) 


Also write Jack Walworth, advertising 
manager of Fox River Paper Corp., 
Appleton, Wisconsin . . . ask for new 
super-duper portfolio showing exam- 
ples of silk screen process applied to 
letterheads, and other direct mail 


pieces. 


Also for sure ask Frank 
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ton. 


Gerhart, at Mead Sales, Inc., 118 West 
lst Street, Dayton 2, Ohio to send you 


current sample of Mead Board, printed 


in two kinds of ink to show how Board 
stock isn’t affected by “hot, cold or —, av 
wet.” Dip the Board in water and the : 
scene changes to your liking 


eee 


de 

A. 8. DICK (5700 W. Touhy Ave. ott 

Chicago, Ill.) has announced an offset | ¢ 

duplicator. The press got a sneak pre- 


| Sates 
view on October 2lst saw the | 


duplicator perform at speeds from 


MORE COPIES, BRIGHTER COPIES with 


Hammermill’s Blue-White 
Duplicating Papers 


for mimeographing and spirit duplicating 


OU get more copies, blue-white brighter copies, with Hammermill 
duplicating papers. Your printer can supply them, help you select the 
best one for your mimeographing or spirit duplicating job. And his ideas 


on colorful printed headings can make your duplicated messages even 


4500/to 9900/hr. Other features more impressive. See your printer soon. Meanwhile, write on your business 
Aquamatic control which automatically letterhead for free samples and for copies of our helpful idea-books 
keeps ink and water in balance, will “Duplicator Facts” and “Better Stencil Copies”: Hammermill Paper 
handle any paper from 12 lb. to Bristol Company, 2! East Lake Road, Erie 6, Pennsylvania. 


without adjustment, will take an 11 HAMMERMILL MIMEO-BOND GIVES UP TO 5.000 SHARP COPIES FROM 


1 STENCIL—and the 5,000th will compare in clearness with the first! 
Exclusive air-cushion surface absorbs mimeo inks more rapidly, cushions 
sheets as they pile up so there’s no smudgy set-off. Watermarked. Comes 


— in seven popular colors and sparkling blue-white. 
eee 


x 16” sheet, feed table has a 10 ream 
capacity. Will sell for under $3,000 


HAMMERMILEL DUPLICATOR FORK FAST, TROUBLE-FPREE PRODUCTION 
YOU SHOULD READ for sure the of clean, bright copies on either spint or gelatin-type machines, Comes in 


six pleasing colors and blue-white. Watermarked. 


article in September 1955 issue of The 


American Magazine. starts page 26 Want good looks at low cost? Try Whippet Mimeograph A 
Title: “Why Businessmen Are Going and Whippet Duplicator. You'll get umform quality unusual (Fans E 
Back to School.” Author Vance Pack- in such modestly-priced papers \ 
ard gives a fascinating report on the You can obtain business printing on Hammermill papers where. \\remres 
experimental course started at Univer- ever you see the Guild shield on a printer's window, 


sity of Pennsylvania, largely sponsored 


and supported (up to now) by the tele- 

phone industry. The new course or de- ~ KM 

(Continued on Page 56) Le 
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Wc broker that puts 


customer returns before his 
own profit — one that would 
rather lose the order than see a 
client make a wrong list selection. 


Wire broker who continually 
combs the market for lists 
to fit the client’s products 


what ; and fields of interest. 
ea The broker who has had 


experience on “both sides 
of the desk” — and understands 
the list problems an 
and needs of the client. 


S the broker that isn’t finished 


once the order is placed — 
but follows through 
until it is delivered. 


broker who knows-by-doing 


testing, production, and 


mailing operations — and 
freely passes on this 


knowledge when requested. 


Wrire broker whose client is 
always King — whether he is 
list buyer or list owner. 


Wine broker who gives the buyer 


of small lists the same service 
he does the buyer of millions. 


Hill 7-4158 


planned circulation 
19 west 44 street 
new york 36, n. y. 
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What Senator Olin D. Johnston said in Chicago is must reading for all users of Direct Mail 


A SENATOR LOOKS 
AT THE POST OFFICE 


Ladies and Gentlemen: 


Your Association was kind enough 
to invite me to be its speaker at 
Milwaukee in October, 1952. | looked 
forward to that meeting, but unfore- 
seen developments made it impossible 
for me to join you. I understand my 
very able colleague, Senator Dennis 
Chavez of New Mexico, addressed 
you on that occasion. 

When you met in Detroit in 1953, 
you were fortunate to have Senator 
Frank Carlson of Kansas as your 
speaker. | read the fine address he 
delivered on that occasion. Although 
Senator Carlson and | belong to 
different political parties, we hold 
similar views regarding the need for 
an improved postal establishment. | 


Reporter's Note: One of the highlights of 
the recent conclave of direct mail people in 
Chicago . . . was the terrific speech made 
by Senotor Olin D. Johnston of South 
Carolina at the A.T.C.M.U. luncheon. Although 
this luncheon is not an official part of DMAA 
program ... it has b an instituti 

The Senator's talk created a lot of behind- 
the-scenes controversy; parts of it appeared 
on television and there were feature stories 
about it across the lond. There were some 
in the audience who were sorry thet the 
Senator felt obliged to inject “politics.” But 
we feel that we should take the space to 
reprint every word of it for the benefit of 
oll readers of The Reporter. The Senator said 
many of the things a lot of us have been 
saying for the last ten years or so, but his 
words bear more weight thon ours. After 
oll, he is Chairman of the powerful Senote 
Post Office and Civil Service Committee. 

Se even though some of you may be bored 
with the details of Post Office operation . . . 
we urge you to read every word of this 
carefully prepared talk. It is your Post Of- 
fice. Without it (and 3rd class mail) you 
couldn't use direct mail. Harry Maginnis ond 
the Associated Third Class Mail Users should 
be congratulated on arranging such a strong 
defense of direct mail. Their efforts deserve 
much more widespread financial support—H.H. 
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can assure you that the members of 
our Senate Post Office and Civil Serv- 
ice Committee will continue their ef- 
forts to achieve a realistic, modern 
postal policy for the United States. 

Your Association’s practice of in- 
viting to its annual meetings speakers 
from the Legislative and Executive 
Branches of Government is a wise 
one. | know of no more complex or 
more misunderstood subjects than 
the creation of a modern postal es- 
tablishment and the continuing re- 
quest for higher postal rates. More 
often than not the preponderance of 
pressure on these issues is exerted by 
appointees in the Executive Branch. 
Since all wisdom does not repose in 
these public servants, the Congress 
is extremely anxious to recruit the 
ideas, the thinking and the coopera- 
tion of persons and business firms 
whose own livelihood, plus that of 
their millions of employees, depends 
on what we legislators do in Wash- 
ington. 

The Congress has refused to be 
stampeded into hasty and ill-advised 
action. It has stood firm in the face 
of the severest pressures by the ad- 
ministration to have legislation en- 
acted divesting Congress of the rate- 
making power and hiking mail rates 
to ruinous levels. 

The Constitution clearly directs 
that the Congress shall have full re- 
sponsibility for U. S. postal policy. 

You have my personal assurance 
that I will fight to the limit of my 
endurance to protect that preroga- 
tive. 

Both major political parties are 
anxious that post office operations be 
modernized, that improvements long 
overdue be inauguarated. Unless we 
agree in the beginning that there are 


broad areas where economies can be 
achieved through modern business 
practices, it will be impossible to 
tackle the problem intelligently. Cer- 
tainly we cannot legislate on postal 
rate legislation wisely until a sound 
course has been set for the Depart- 
ment. If, as many qualified observ- 
ers believe, $250 million can be 
saved by the elimination of waste in 
the postal establishment, it is un- 
fair to the taxpayer to do nothing 
about it and then require the users 
of the mails to pay for such waste 
through increased rates. 

The keystone of the Administra- 
tion’s present program is what they 
choose to call “temporary” rate in- 
creases, The enactment of this rate 
bill would only compound the ills 
which plague our postal service. 
There would be a declining volume 
of mail and, at the same time, a 
spiraling of postal costs, If Congress 
should relax its inquiry into postal 
problems, top officials would continue 
to ignore defects which are so costly 
and make for poor postal service. 

A complete overhaul of the De- 
partment is in order, Like Barkis in 
“David Copperfield,” Congress is 
willing, yet all attempts to get under 
way have met with the firmest re- 
sistance by the present Postmaster 
General, 

This is not simply political talk. 
It is not the natural aversion for one 
who foully characterizes my political 
party as “the party of treason.” Tes- 
timony from all sides is available to 
show that Mr. Summerfield has play- 
ed fast and loose with the facts to 
trick the public into believing that 
the postal establishment, under his 
guidance, has achieved almost revo- 
lutionary improvement, 
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There came a time a year or so 
ago when the Post Office Department 
was issuing press releases designed 
to convince the unwary that their 
management policies had produced 
revines of one million dollars each 
working day. I took them to task 
on that one. | simply pointed out that 
they had conveniently neglected to 
show that $70 million of airmail sub- 
sidies had been transferred from Post 
Office accounts to the Civil Aero- 
nauties Board, that $36 million of 
franked and penalty mail, in a book- 
keeping transaction, had been moved 
elsewhere. He neglected further to 
state that postal rate increases total- 
ing over $200 million ordered by the 
82nd Congress are also included in 
the million dollar a day savings. 


“Mr. Summerfield, you Are 
An Amazing Administrator’ 


In a speech at Buffalo on August 
17th, Mr. Summerfield stated: “You 
will recall that earlier | stated that 
the postal deficit was $727 million 
for the fiscal year 1952, the last full 
year before we assumed responsibil- 
ity. 

“In 1954, when the effects of new 
management policies were first re- 
flected, the deficit was reduced to 
$399 million. This is a 45 per cent 
reduction in two years.” 


He never seems to be bored with 
claiming that his policies have re- 
duced the postal deficit. 


Sometimes I feel like taking him 
at his own word. | am inclined to 
say, “Mr. Summerfield, you are an 
amazing administrator. In only two 
short years you have lopped $328 
million off the postal deficit. Why, 
give you another two years to work 
your wonders and we will have this 
deficit licked.” 


In one of their first official ap- 
pearances before a Congressional 
committee, post office spokesmen as- 
sured the House appropriations group 
they could achieve savings of $200,- 
000,000 within two years. They have 
a very neat formula for postal eco- 
nomies, They ask the Appropriations 
Committees of the House and Senate 
for a certain amount of money to 
operate the Department, based on a 
predicted volume of mail in the en- 
suing year. Invariably the estimates 
of the volume of mail have been too 
high. Since the Department gets more 
money than it needs, it always has 
funds to turn back to the Treasury— 


although never quite equal to the 
overestimate of volume. 


The most ridiculous waste of postal 
funds is the way the nation is pre- 
sently being bombarded with press 
releases. 


But publicity will not solve the 
postal troubles. 


Let me tell you of some things we 
have done about the postal problems 
and what we propose to do in the 
months ahead. 


You will recall that the last Con- 
gress approved Senate Resolution 49. 
That measure provided for an in- 
vestigation of the postal establish- 
ment under the guidance of a Citi- 
zens Advisory Council. The Advisory 
Council came up with some startling 
findings. They urged many reforms. 
They set the groundwork for a 
realistic, modern, businesslike, ef- 
ficient postal That report 
was severely criticized by the Depart- 
ment. Many of the suggestions have 
heen adopted. On the major issues, 
however, the Department has refused 
to act. | was shocked when the work 
of the very fine Advisory Council 
under Senate Resolution 49 met with 
such strong opposition from the De- 
partment. If the major recommenda- 
tions had been adopted, we would 
now have a sound postal policy. 


service. 


Some Questions Congress 
Will Try to Answer 


As I have said, this is not a part- 
isan issue. There have been Demo- 
cratic Postmasters General, too, who 
failed to inaugurate needed reforms. 


That the issue is bi-partisan is 
best evidenced by the unanimous ap- 
proval given both House and Senate 
resolutions in the last session of 
Congress to further investigate the 
postal service. Our Senate Post Of- 
fice and Civil Service Committee is 
operating under S. Res. 33. | can 
assure you that we are not taking 
our task lightly. As agents of the 
United States Senate, we are expected 
to do as complete a job as possible 
and to make recommendations for 
the permanent improvement of the 
postal service. The Congress is anx- 
ious to dispose of this issue once 
and for all. 


Here are some of the questions we 
will try to answer: 
1. Is the manpower of the De- 
partment—500,000 employees in all 
—being utilized efficiently? 


We know that postal workers are 
hard working and loyal federal em- 
ployees. For too long a period they 
were denied a rightful increase in 
their salaries. In spite of two presi- 
dential vetoes of pay bills, they fin- 
ally had their salaries hiked. [| am 
as sure of this as anything: If we 
give them the tools, better super- 
vision, more modern working condi- 
tions, they will outproduce anybody. 
Their morale has necessarily been 
low. Their top boss has managed to 
convince a large segment of the pub- 
lic that the Post Office Department 
is the least important of government 
agencies. The contrary, of course, is 
true. 


That postal workers 
tinued working on so loyally in the 
face of the inability of Department 
officials to assess their true worth 
and the wonders performed by the 
postal establishment for the Ameri- 
is a tribute to their 
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tenacity. 


2. Is the postal service purely a busi- 
ness, or is it a service to all the 
people? 

In this area, we have got to pin- 
point those services performed by the 
Department under legislative man- 
date at a calculated loss in the pub- 
lic welfare. We know, for instance. 
that only about 2.000 of the 40,000 
offices take in sufficient revenue to 
meet their overhead. 


We know that rural free delivery 
was established to serve millions of 
people remotely situated throughout 
America. The Congress knows that 
this service will never be able to show 
a profit. We should stop calling the 
cost of these needed services a deficit. 
Rural delivery is no different from 
the lighthouses operated by the Treas- 
ury Department. Ship owners do not 
pay a fee every time they pass one 
of them. They are operated at a 
calculated loss in the interest of 
better, safer shipping. The benefits 
of the postal service to the people 
are every bit as direct as is the light- 
house service to the ship owner and 
the sailor, and they do exist. 


The Congress has established low 
rates on many categories of mail. In 
these instances the question of profit 
has been shoved aside. I refer, of 
course, to free-mail-for-the-blind, free- 
in-county newspapers, philanthropic, 
educational and religious mail. 


Under our agreements with the 
Universal Postal Union, the United 
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BOND—PAPER BUYERS 


HAVE OUR SYMPATHY 


Paper buyers are among the most conscientious people on earth. 
Hamilton knew that way back in 1856, the year this mill started 
up. Over the decades, buyers haven't changed. 


But their problem has, particularly when they're dealing with 
bonds. For practically all bonds are good today, and all are 
better than they were as little as 10 years ago. That makes it 
tough. Paper buyers have our sympathy. 


We have a suggestion to make things easier, though. It's for 
every paper buyer to put Hamilton Bond to the test. 


There's a very good reason. We keep hearing that today's Hamilton 
Bond is the Number One No. 1 sulphite-——-the bond the rest of the 
industry must match We do know that, over the years, we've kept 
improving Hamilton Bond—and that today's is the finest we've 
produced in 25 years of bond-making. 


There can be no question that Hamilton Bond rates high in every 
bond quality It's genuinely watermarked, pre-humidified and 
surface sized. It prints well, lies flat, feeds perfectly. 
It's strong and durable. It erases like a dream. It's avail- 
able in white and 1l contrasting colors. Every sheet is darn 
good-looking, and every one makes printing look good, too. 


This sheet itself will back up some of the things we say. But 
the best test——-the only real test-—-is on the presses We be- 
lieve you'll find a sample run revealing. See your Hamilton 

Bond merchant or write us direct, won't you? 


Sincerely, 
W. C. HAMILTON & SONS 


J. H. Dunton 
Vice President in Charge of Sales 
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States knowingly takes a calculated 


loss. 


There are many, many more such 
items. Added up, they cost many 
millions of dollars. They are worth- 
while services. They will be continued 
by the Congress. | enjoyed reading 
in one of your trade magazines, The 
Reporter, a short list of non-postal 
services performed by the Post Office 
Department. Permit me to read from 
the article: 


“*The Armed Forces asked that relatives 
of deceased men be located.’ 

‘The Housing Administration asks that 
former tenants be found.’ 

‘The Treasury pressures the sales of sav- 
ings stamps and documentary stamps.’ 
‘The Department of the Interior depends 


January and July for continued pension 
benefits.’ 

‘The Post Office Department operates the 
biggest savings bank in the world. Money 
orders are sold and cashed in the most 
remote places. The big mail order houses 
look impressive, and they are, but the 
little people in the little places, using the 
money order and parcel post services, 
make them possible and big.’ 

‘The Post Office Department is the gov 
ernment agency which deals most closely 
with every American citizen.’ ” 

The only difficulty is that when 
the Post Office Department incurs 
these expenses on behalf of the peo- 
ple, the term “deficit” is used. With 
respect to expenditures for all other 
government agencies, the nicer word 
“appropriation” is employed. 

Post Office 


Department officials 


| 


Harry Maginnis, executive manager of Associated Third Class Mall Users, 1406 G St... N. W., Washington 


5. D. C., pulled a real scoop in getting Senator 


Johnston to come to Chicago. Anyone wanting 


to support ATCMU and get the superlative Washington reports should write to Harry. 


upon the Post Offices to sell bird hunting 
stamps.” 

‘The Veterans Administration asks that 
we deliver flags for veterans’ funerals.” 
‘The Civil Service requests that we sup 
ply blanks and information on every vo 
cation from lens grinders to linguists.’ 
‘Charitable organizations ask that money 
he received and transmitted for Heart, 
Polio, and Cancer.” 

‘We count doves for the Agriculture De- 
partment.” 

‘We answer inquiries from Selective Serv- 
ice,” 

We give applicants blanks for alien regis 
trations and their changes of address for 
the State Department.’ 

‘Even the Federal Bureau of Investiga 
tion enlists our aid and the 1040's we 
give away for Uncle Sam.” 

What would happen to the revenues, if 
every post office didn’t have income tax 
blanks available on January first to April 
fifteenth?’ 

certified in 


‘Widows and children are 
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have made a bogey man of the postal 
deficit. If they would only announce 

as they should—that their Depart- 
ment creates more in wealth, taxes 
and employment than any other fed. 
eral agency, people would realize that 
for millions spent, billions are earn- 


ed. 


3. In the dull realm of accounting, 
statistics, regional management, cias- 
sification, etc., our Committee expects 
to uncover many glaring deficiencies. 
1. The controt ersy over parcel post 
is another of the many questions our 
Committee will examine. 


The Hoover Commission hints that 
parcel post should be discontinued. 
The Railway Express people contend 
that parcel post competes with pri- 
vate enterprise. The Postmaster Gen- 


eral, in effect, recommends repeal of 
P. L. 199. 

Representatives and Senators, 
snowed under by the pros and cons 
of the fourth class issue, are looking 
to our Committee for some sound 
recommendations. 

Our Committee will be calling on 
many of you for help and guidance. 
We feel confident you will give us 
all-out cooperation. 

These are just a few of the mat- 
ters our Committee and the House 
Committee will look into. We fully 
expect that any recommendations we 
make to the Senate and House will 
be favorably received. 

I suppose your own industry is 
the best evidence of how much good 
can be created by government acting 
wisely in the people's interest. 

Direct mail has been the subject 
of attack in the press and, some- 
times, in the halls of Congress. For 
the most part, these attacks have 
heen unfair. Your very success has 
probably stimulated many of them. 


I should like to outline some of 
the facts regarding third class mail, 
not necessarily for your own edifica- 
tion but rather for those outside the 
industry who at some future time 
may read these remarks. 


Many people have been led to 
believe that you are taking a free 
ride. They assume that it costs as 
much to handle a third class letter 
as it does a first class mailing. They 
fail to realize that the factors which 
prompted the creation of this cate 
gory of mail warrant charging a 
lower rate of postage for it, 


Back in the depression-ridden 
thirties figured out that 
there wasn't a sufficient volume of 
mail to keep each postal employee 
fully occupied for an eight-hour per 
iod, It was recognized that first class 
mail doesn’t flow in evenly all day. 
At certain peak periods it floods in. 
This first class mail properly re- 
ceives preferred treatment. During 
peak periods, every clerk was needed 
to speed first class mail on its 
way. The job was usually completed 
in several hours. How to keep these 
clerks profitably occupied during 
slack periods?—-whoever answered 
that question would raise revenues 
for the Department not otherwise 
obtainable. Lower rates during the 
evening hours paid off for the tele 
phone and telegraph companies. Why 
not for the Post Office Department ? 
The charge for a fifty-word telegram 
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at straight rates from Washington 
to San Francisco is $3.45. The same 
fifty words at night rates, which re- 
ceive deferred service, cost only 
$1.30. Why the lower rate? Over- 
head remains the same, and employ- 
ees get higher rates of pay. 


The answer was, of course, ob- 
vious. It was better to use these ex- 
pensive facilities at a lower rate 
than not at all. 


The same thing applies in other 
fields. You pay less to see a movie 
in the afternoon than at night. Na- 
tural gas companies often contract 
on the basis of lower rates during 
slack periods. 

The reverse principle is sometimes 
applied. Barbers may charge more 
for children’s haircuts on Saturdays. 
They figure the youngsters can come 
in after school any day when other 
customers are scarce. 


It was this economic principle 
which prompted Congress to lower 
the minimum piece rate on bulk third 
class mail to 1¢. In order to qualify 
for the special rate, the mailer had 
to sort the mail into state and city 
bundles, face the letters on either side 
of the bundle, tie the bundles, use 
printed indicia or  pre-cancelled 
stamps (this eliminated the cancel- 
ling indicia expense), place the bun- 
dies in mail sacks and deliver them 
to the post office. All that was left 
to be done was to put the sacks on 
an outgoing train. In other words, the 
mailer himself had to do seven of 
eleven expensive handling operations. 
These rules still apply to third class 
mail. In addition, third class mail 
is not handled until all other mail 
is out of the way. This category of 
mail is sort of a by-product of the 
postal service, a fill-in operation, if 
you please, to keep valuable clerks 
busy in periods when they might 
otherwise be idle. 


The results of this Congressional 
action have been fantastic. The vol- 
ume of third class mail has increased 
from 4% billion pieces in 1944 to 
13 billion pieces in 1954. Direct mail 
today is the second largest advertis- 
ing medium, surpassed only by news- 
papers. 

This phenomenal growth of direct 
mail undoubtedly stems largely from 
the fact that countless small busi- 
nessmen have been able to use it 
profitably. 

Large corporations have advertis- 
ing budgets which permit nation- 
wide television, radio and magazine 


coverage. Direct mail permits the 
smallest company to market its goods 
in any or every part of the nation 
on a small budget. 


In this era of big business mer- 
gers, it is essential that small busi- 
nessmen be encouraged and protect- 
ed. A Democrat-controlled Congress 
will—as it has in the past—be al- 
ways on the alert against efforts to 
destroy our nation’s greatest asset— 
its small businessmen. 

Only in the aggregate may it be 
said that you are big business. The 
vast outpouring of direct mail by 
the 250,000 bulk permit holders 
means millions of jobs for those cre- 
ating the advertising and those Amer- 
ieans who produce the goods and 
services sold. 


In 1944 the Post Office received 
$62 million in revenue from third 
class mailers. By fiseal 1955 the 
figure had reached $250 million. 


If we were to further raise the rate 
for third class mail, we might very 
well set off a disastrous chain of 
events which would cause a reduced 
volume of such mail, unemployment 
and lower tax payments. As recently 
as July, 1952, we raised the rate on 
third class mail by 50%. I tried 
in that particular Congress to hold 
the increase to 259%, but without 
success. | am certainly opposed to 
increasing it the full 100% over the 
original 1¢ rate, as the Postmaster 
General wants to do. 


It is highly doubtful that the over- 
head of the Department would be 
reduced to any extent if third class 
mail were legislated out of the serv- 
ice entirely. The only sure result 
would be the loss of one-quarter 
billion dollars in revenue to the De- 
partment, aside from the economic 
hardships you businessmen would 
endure. Postal rates should not be 
changed until a sound postal policy 
has been established by Congress. 


It has been a pleasure being here 
today. | only wish other members 
of Congress had an opportunity to 
meet with you in person, to learn 
of your business operations. Since 
all of you cannot get to Washington, 
you are well-advised to continue your 
trade association there. When the 
Advisory Council was functioning 


during the last Congress, your Direc: 
tor, Mr. Jack Tillotson, was a source 
of unending information. He worked 
as hard as anyone on the Advisory 
Council. He deserves a vote of thanks 
from all. 


Your Executive Manager, Harry 
Maginnis, has cooperated fully with 
the House and Senate Post Office 
Committees. His testimony before 
the House group in July, 1953, was a 
gem of logic presented in your be- 
half. 

Senators and Representatives are 
busy considering many problems. It 
is particularly important, therefore, 
that associations such as yours con- 
tinue to exist. We are constantly 
bombarded with propaganda from 
the Executive branch of Government, 
and it is essential that we hear from 
you. 

If ever the time comes when we 
hear only one side of the postal pic- 
ture, | am afraid it will be a sad 
day for small businessmen like your- 
selves. 

I wish you a successful meeting. 
Keep the mail rolling. We will do 
all we can in Washington to keep 
you in business. 


SOMETHING TO 
THINK ABOUT... 
in case you get 
into an argument 


Reporter's Note: Our friend, Bill 
Doppler, called this item to our at- 
tention and thought it might be ap- 
propriate for copywriters who are 
sometimes inclined to argue rather 
than convince. He found it in a vol- 
ume titled Baltasar Gracian’s Man- 
ual. 

Never out of stubbornness hold to the 
wrong side, just because your adversary 
anticipated you, and chose the right, for 
then you are beaten from the start and 
will have to retire in disgrace; the right 
is never saved through the wrong; the 
opponent was clever to pre-empt the bet- 
ter side and you stupid to oppose him by 
taking up the worse; stubbornness in ac- 
tion is more ensnarling that stubbornness 
in speech, for there is greater risk in 
doing than in talking: the vulgarity of 
these clowns, that they observe not the 
truth, because they lie; nor yet their own 
interest, because on the wrong side. A 
heedful man stands always on the side 
of reason, and never that of passion, either 
because he foresaw it from the first, or 
found it better afterwards; for if the ad- 
versary is a fool he may on his own ac- 
count change face, adopt the opposite side 
and so weaken his position; but the only 
way to drive him from the better side, 
is to seize it yourself, for his stupidity 
will make him drop it, and his obstinacy 
iree you from your own. 
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By Howard G. Haas, 


WHY USE DIRECT MAIL? 


manufacturer ties-in direct mail with Salesmen 


Vice President in charge of advertising & sales promotion, 


Witchell Mig. Co., Chicago 


Every dealer who has ever been 
solicited to participate in a direct 
mail program has asked himself this 
question. Every distributor who has 
been obliged to assign his salesmen 
the task of selling a factory direct 
mail program has asked this ques- 
tion. Yet, too few manufacturers have 
asked the question and given them- 
selves an honest answer. 


The Mitchell Manufacturing Com- 
pany, with whom [ am associated, is 
the company I will use in example 
today. 


Five years ago we had a very spe- 
cific problem. It was carefully ana- 
lyzed and answered in part through 
the effective use of direct mail. Spe- 
cifically, the Mitchell Manufactur- 
ing Company, makers of room air 
conditioners, five years ago, was run- 
ning about number 5 or 6 in a field 
of six. It was exceedingly clear that 
we had to build public acceptance 
for the outstanding product we knew 
we made, 


At that time an intensive study 
was made of all media, and it was 
decided that direct mail would be 
used to spearhead our drive for na- 
tional recognition because: 1) a self- 
liquidating direct mail program sold 
to dealers would produce immediate 
sales; 2) a direct mail program in 
the long run would build up the na- 
tional name of Mitchell: and 3) a 
direct mail program would be largely 
made self-liquidating, which is a most 
attractive program for any manu- 
facturer, and the only one we could 


afford. 


Today, Mitchell is the world’s larg 
est producer of room air conditioners 
in a field of 137 different brands 
manufactured by 89 separate makers. 
We are in direct competition with 
the largest companies in the world, 


and we are successfully selling our 
product with a less limited budget, 
but still without the resources of the 
billion dollar corporations. 


asked “Why Direct 
Mail?” The answer is that it is a 
media for selling just like a national 
magazine. But, it gives a more sele« 
tive audience. It is a media for sell- 
ing just like a daily newspaper. It 
produces immediate results and sales 
rather than prestige building remote 
results. It is a media for selling 
like radio and television. And, like 
radio and television, it can grind it- 
celf into oblivion if not well created. 


So. we 


Discussing the use of direct mail 
reminds me of one of Aesop's most 
interesting fables about the sun and 
the wind. They were having an ar- 
gument as to which was more power- 
ful and decided to test their strength 
on a man walking down the road. The 
wind began to blow and blow, and 
pulled at the man’s coat, trying to 
force him to take it off. But, he just 
buttoned it up more tightly. Then, 


distributors and customers 


A good example of how one air conditioning 


the sun had a go at him. It shone 
warmer and warmer. The man un- 
buttoned his coat, loosened it, and 
then took it off. He finally jumped 


in for a swim, 


Direct mail is like the sun in the 
story and here is why: 


It is a specialized media that makes 
direct contact with a select group. 
Direct mail sells people in their own 
homes where they are most likely 
to buy. Direct mail in almost every 
case makes a personalized appeal in 
a personalized fashion, flattering the 
receiver. Above all, direct mail makes 
a sales call in a specialized atmos 
phere where there is less competition 
from other media, such as the ads 
you see in the newspapers, and ex- 
perts claim the sales story is better 
read, 


Since | am no expert on direct 
mail, | sent out a survey to 5000 
of our best dealers, and | asked them 
about the impact of promotions in 
their everyday merchandising. The 
answers | received were rather thor- 


Reporter's Note: In the summer of 1954, we 
were making a survey of industrial direct 
mail practices. The hardest thing to find 
wes .. . good examples of how manvufac- 
turers tie-in their direct mail with salesmen, 
distributors, consumers, etc. One of the 
best answers was furnished by Howard Hoos 
during the too-busy, four-session second 
afternoon program of the Chicago DMAA 
Convention. We are giving you the high- 
lights of his fine talk, but the printed ver- 
sion lacks some of the documentation of 
the slides used during the presentation. 
Howard is Vice President in Charge of 
Advertising and Sales Promotion of Mit- 
chell Manufacturing Company, 2525 We. 
Clybourn Chicago 14, Illinois. Every- 
one interested in dealer-consumer problems 
should profit by his findings. 
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On left, two pockets contain Mitchell's multiple unit buyers and motel campaigns. At right 
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oughly thought out. The replies 
showed that the answer to question 
No. 5—"What kind of sales plan 
have you found useful in selling room 
air conditioners?” —produced 3797, 
replies for a direct mail program, 
22% replies for free home trials, 
and the balance were for other pro- 
motions. This indicates that dealers, 
in a large measure, know and believe 
that direct mail works for them. 

To discuss a specific direct mail 
program, and how we have success. 
fully sold it to the appliance dealer, 
| would like to analyze a dealer-to- 
consumer program that mailed over 
one million pieces. This program was 
a three piece mailing campaign with 
a fourth bonus piece. 

We sell this program to our deal- 
ers by telling them it is like having 
an outside specialty selling staff. To 
get back to our survey, we would 
like to point out that less than 10% 
of the dealers indicate they would 
put on an outside selling staff be- 
cause of the problem of hiring and 
training salesmen. We allow the 
dealer to time the release of his direct 
mail program to coincide with the 
specific selling season in his market 
because of the highly seasonable 
quality of our product. Best of all, 
the dealer pinpoints his market with 
direct mail by using his list of old 
customers and neighborhood pros- 
pects. He doesn't have to pay for 
waste circulation as he does with a 
newspaper, or as do national manu- 
facturers with national magazines. 
And, very often, he uses our list 
service where we make up special 
mailing lists, 


use in his local community. 


But since a dealer is continually 
watching his operating margin, he 
is more inclined to use direct mail 
because he can afford this type of 
advertising. Direct mail produces im- 
mediate and specific sales that he can 
measure (very often he is disap- 
pointed and you have a tough time 
trying to re-sell him again on direct 
mail). 

In general the dealer feels that 
direct mail is a lot of advertising 
for little money. The first mailer is a 
heavy piece—a rotogravure news- 
paper in which we personalize the 
mailing and feature the dealer's name 
so that he will not be sending out 
a mass mailing from some factory, 
but a personalized piece for his ter- 
ritory. 

The second mailer in the program 
is also highly personalized and in 
each mailing piece we feature a pre- 
mium which, in theory and practice, 
builds store trafic for the dealer, but 
also makes the program much more 
salable. 

And, to give the dealer additional 
inducement to do the things neces- 
sary to be a part of this direct mail 
advertising program, we give him a 
bonus piece for his early subscription 
to the basic program——a bonus piece 
which must look and really be worth 
a substantial portion of the money 
he has to put out for the program. 

Again, the best direct mail pro- 
gram unsold and unmailed produces 
results for no one. Therefore. we 
must give an incentive to the distrib- 
utor salesman to spend his selling 
time helping the dealer understand 
the value of direct mail. 


Into the cost of each mailer we 
price a certain amount of money 
which ends up as merchandise prizes 
for distributor salesmen who sell the 
program. 

For the manufacturer, a success- 
fully executed dealer direct mail pro- 
gram gives us the entre to a qualified 
market unavailable through any other 
media. It is, frankly, a way to share 
the advertising cost with the dealer 
to give him more for his money and 
to get more advertising per dollar 
spent. We at Mitchell feel it is a 
medium for building a national name 
because we have seen how it can 
and it does work. 

Let's take a look at another type 
of mailing program—the Indus. 
trial Campaign—directed to our dis- 
tributors who sell multiple units to 
plants and commercial  establish- 
ments. This program, of necessity, is 
constructed differently since we only 
have to sell the distributor on the 
value of it, which is in a two-step 
sale. 

Again, we make the pieces very 
heavy, using such gimmicks as at- 
tached pennies, life-savers or “cool as 
a cucumber” letterhead. 

The third type of specialized pro- 
gram that we have used successfully 
is the Hotel-Motel program which 
originally started out as a series of 
25 separate pieces directed to Hotel- 
Motel owners. 

The Industrial and the Direct Mail 
Programs are of interest only when 
you consider that each program must 
be cut to the job that is to be done. 

The Consumer program is designed 
to move room air conditioners at 
retail, but of almost equal importance 
is its design to be sold to the re- 
tailer. The Multiple Unit direct mail 
program and the Hotel-Motel pro- 
gram are designed to crack difficult 
nuts... we use a gimmick that will 
catch the eye of a heavily burdened 
purchasing agent or company officer. 
The Hotel-Motel program offers a 
saturation program which will push 
over the prospect by the sheer weight 
of the mailing and produce the in- 
quiries necessary to negotiate a close. 

We try and sell a dealer a direct 
mail program by telling him it is the 
nearest thing to a salesman’s person- 
alized call in selling effectiveness. 

Why use direct mail? 

It is an important advertising me- 
dium, and in many cases it is over- 
looked by the national manufacturer 
in favor of some more glamourous 


media. 
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Writer Pollen Pokes Back at 


Fun-Loving “New Yorker” 


LETTERS WE 


NEVER 


FINISH READING 


By Maurice Pollen 


Reporter's Note: Maurice Pollen has ap- 
peared in many previous issues of The Re- 
porter, Some of his comments have been 
highly controversial. This one isn’t . . . be- 
cause nearly everyone connected with direct 
mail will agree with this direct mail coun- 
sellor (of 30 West 15th Street, New York 
11, N. Y¥.) whe also teaches at Hunter Col- 
lege in New York. 


About every other week the New 
Yorker Magazine pokes fun at the 
opening paragraph of 3rd grade 
sales letters. Under the heading of 
“Letters We Never Finish Reading,” 
the editor takes a devilish glee in 
quoting one or two lines in the first 
sentence that starts off on the 
wrong note. 


| imagine the dubious quotations 
aim to cast some sort of reflection 
on all permit mail users—especially 
on magazine publishers who try to 
hook a subscription with false flat- 
tery, such as: 


“Dear Reader: 


This letter is sent exclusively to those 


leaders in our community who . . . ete. 


Now | think the New Yorker is 
doing us a world of good, in its own 
heartless way. But it doesn’t go to 
the root of the trouble. 


It is all very well for an editor to 
poke fun at a stupid first paragraph. 
But the average reader isn't half as 
sensitive as an editor. Actually the 
mischief done in the very first dozen 
words isn’t half as deadly as the 
harm done in the next dozen words 
in the second paragraph—where the 
writer suddenly slices into the meat 
of the letter; that is, he plunges into 
the benefits and uses of the product 
or service. 


Right here is where the reader 
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bogs down, and refuses to read 
another word. The reader bogs down 
because he is not yet ready for the 
sales pitch—for the song and dance. 
He is not primed for the “entree,” 
the meat of the message, because the 
message itself doesn’t yet concern 
him in the least! It concerns another 
fellow! 


So here we come to the real reason 
why the prospect never finishes read- 
ing our letter. Here we come to the 
real problem of how to fill the gap 
in our letter between the “stopper” 
in the first paragraph or headline, 
and the actual sales pitch itself, 
meaning—-the full description of the 
uses and benefits of our products 
and services. 


How do we fill this gap? How do 
we link our opening lines with the 
lines describing our wonderful prod- 
uct? The one and only answer is: 
by establishing the need for the 
product! 


You can even establish the need 
in the first paragraph with one sim- 
ple question. For example: Pitney- 
Bowes, in one of their letters, may 
begin the first line by asking: 


‘Dear Sir: 


How many 3¢ stamps did you miss in the 
postage box this morning?” 

Usually, however, it takes more 
than a simple question to identify 
yourself with the needs of your pros- 
pect. For example, in selling an 
exercise machine to business men, 
you may start with a simple ques- 
tion: 


“Do you suffer from nervous fatigue?” 


Then you immediately develop 
the need for this exercise machine in 
the next paragraph by saying: 

“I'm not referring to the tired, healthy 


feeling that comes from physical labor 
The manual worker gets his night's rest, 
and is fit for another day's work . But 
the brain worker, like yourself, needs more 
than rest. He needs recrea‘ion, and proper 
food, and a mild form of exercise—in 
order to achieve complete relaxation 

“Does he get it? Well, you'd hardly think 
so if you glance at the medical records 
just revealed in a typical industrial plant 

ete.” 

In paragraphs 2 and 3, just quo- 
ted, note the sharp distinction drawn 
between two kinds of fatigue 
Please also note the reference to 
medical records of middle-aged exe- 
cutives. 


You draw attention to these medi- 
cal records, because you have to put 
the fear of God in the Executive's 
heart. . . You have to sound the 
alarm, before you even think of des- 
cribing the exercise machine, and 
how it operates! 


So this is what | mean by estab- 
lishing the need for your product. 
You strike home where the prospect 
lives, moves, and suffers agonies 
or suffers from unfulfilled desires! 


They have a name for it, now: 
“Motivation Research” . . . But by 
any other name, it means: Don’t 
waste your breath by explaining the 
details of your piece of merchandise 

the color, size, style, texture, or 
any of its uses until you have 
kindled the prime motive for buying 
it! 

By all means, let the New Yorker 
poke fun at our opening sentences. 
It's good for what ails us. But it’s 
much better to realize our main 
weakness in the sentences that fol 
low. And our main weakness is this: 
We are so intoxicated with the looks 
and functions of our latest gadget 
that we forget that the reader can 
not possibly share the same drunken 
enthusiasm with us that he can- 
nol possibly see of what earthly use 
the gadget may be to him——until you 
have dramatized a healthy need for 
u. 


The dramatic need must be there 
in the first 2 of 3 paragraphs—-re- 
gardless of the opening sentence, or 
the style of writing, or the grammar 
you use, or the color and frame of 
your message. The need for your 
product must be sharply drawn, be 
fore you can expect the reader to 
swallow your story hook, line, and 
sinker! 
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Columbia 


Western Union 
aids . . . Direct Mail, Newspapers, Radio, Window Streamers. 
Shown here with presentation is direct package dealers use 
for mailing to local customer list. 


d to 6500 dealers by 
gers. P pr 


THE COLUMBIA LP RECORD CLUB 
LINKS RETAILERS TO MAIL ORDER 


By Dudley Lufkin, Field Editor 


Pressed by rapidly-rising competi- 
tion from independent mail order 
record clubs, Columbia Records 
started to fight back a few months 
ago by launching a powerful mail 
attack of their own. With a 

sales strategy supported 
heavily by direct mail, Columbia's 
aim is to link local retail 
with the nation-wide mail order club 
idea. If the dealer-mail order mar- 
riage turns out to be a happy one, 
Columbia's plan could mean the be- 
ginning of an inportant new market. 
ing method. 


dea lers 


In the fast competitive spin of the 
record industry, Columbia has been 
faced w“ ith sey eral sales problems 
.. « foremost of which is how to re- 
gain the lost market captured by in- 
dependent mail order record clubs. 
Book-of-the-Month Club's Music-Ap- 
preciation Records, Music Treasures 
of the World, Concert Hall Society, 


*With RCA Victor leading in LP record 
sales, Columbia's 2nd place status has 
been threatened by fast-growing London 
Records 


Musical Masterpiece Society and 


others have amassed almost 1,000,000 

nearly $20,000, 
000 worth of records by mail. This 
represents 159%, of the record indus- 
try’s total LP volume, and an even 
greater 359 of lucrative classical 
LP sales. 

Even more threatening to Colum- 
bia (and to other dise manufacturers 
as well) is the fact that independent 
mail order sellers have been making 
sweet overtures to top recording ar- 
tists trying to lure them away 
from manufacturers by offering fat 
royalty guarantees. Because record 
clubs can produce a large and im- 
mediate mail order market for any 
single recording, performers are 
finding the club guarantees more 
and more enticing. Although few 
recording stars have as yet accepted 
them, mounting club royalty guar- 
antees are an increasing threat to 
the major labels. Columbia itself 
has received some tremendous offers 
to lease their top talent and trade- 
mark for mail order club distribu- 
tion. Naturally they were turned 


customers who buy 


down, solely to protect the vast net- 
work of Columbia retailers. 


Columbia's Answer: 
Get More Customers 


Instead of cutting prices to meet 
this competition, Columbia is setting 
their sights toward getting more 
customers . . . fast. To do it, they 
startled the record industry by 
smashing the mail order market 
with their own Columbia LP Record 
Club... a mail order plan designed 
to benefit the retailer as well as Col- 
umbia. 

Here's how the Columbia LP Ree- 
ord Club works: 

LA for the 


his local retail record store, selecting any 


member signs up club at 


one of these four categories: Classical; 


Listening & Dancing; Broadway, Movies, 
Television & Musical Comedies; or Jazz. 
He is only obligated to buy at least four 
records per year from a total offering of 
about 100 selections (most are $3.98; a 
few are $4.98). 


2. The retailer sends the membership ap- 
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plication to Columbia headquarters which 
mails the member a free record for join- 
ing. 

3. Each month the member receives a 
notice from Columbia headquarters of the 
club selection for that month. He can ac- 
cept it, refuse it, or choose an alternate 


selection. 


4. If he accepts the selection of the month 
‘or an alternate), the record is mailed to 
him from Columbia headquarters with aa 
open account invoice payable within 10 


days. 


5. When the member pays (by mail to 
Columbia headquarters), Columbia sends 
the retailer 20% commission for the sale. 
If the member doesn't pay, Columbia 
takes the loss. 


6. For every two records the member buys 
by mail, he is sent a free bonus record. 


7. The retailer receives his 20% com- 
mission for every record the member buys, 
as long as the member keeps buying. 
Backed by a $1,000,000 budget, 
Columbia assigned Maxwell Sack- 
heim & Company (mail order ex- 
perts par excellence) to handle the 
campaign. After an impressive 11” 
x 14” presentation of the idea was 
delivered by Western Union messen- 
gers to Columbia's 6500 retail deal- 
ers, distributor salesmen gave each 
dealer an “Action Pack” promotion 
kit containing material he could use 


to promote the club in his local area. 
On August 21st the nation-wide cam 
paign broke with full-page ads in 40 
newspapers, followed by hard-hitting 
radio, television and magazine sch- 
edules. 

It exploded the biggest bombshell 
to hit record row since the introduc 
tion LP speeds. While more than 
2,000 enthusiastic dealers cashed in 
on the campaign and sent in mem- 
berships within the first few days, 
many others had no intention of do- 
ing likewise. Frankly, they were up 
in arms about the mail order plan 
. . blaming Columbia for “entering 
the retail business.” 

Typical protests came from 50 
dealers in the New York area who 
invited Columbia president James B. 
Conkling and sales director Hal B. 
Cook to a meeting where they heard 
these heated objections: 1) Colum- 
bia’s mail order tactics would take 
customers away from retail 
store; 2) free bonus records would 
hurt retail sales even more: 3) the 
dealer would get no commission on 
members Columbia signed up direct- 
ly from national advertising, 4) 
Columbia might build their mailing 
list, then open their entire catalog to 
mail order, cutting out the retailer, 
and 5) the possibility that other ree- 
ord companies would do the same if 
Columbia was successful. 


Letters and promotion bulletins are sent to dealers weekly. 
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COLUMBIA 
RECORD CLUB 
NIAGAZINE 


Monthly magazine sent to members plugs 
records available only at retailer. 


Answering these objections, the 
two Columbia executives pointed out 
that their mail order move was by 
no means intended to cut retailers 
out of Columbia’s sales set-up. On 
the contrary, they explained how the 
plan as a whole was developed (with 
added refinements along the way) to 
benefit the dealer . who Columbia 
considers “the backbone of the in- 
dustry.” 


In view of the sizable number of 
dealers who did jump on the mail 
order wagon to aggressively sell the 
club, it seemed evident that most of 
the objecting dealers were reluctant 
because they didn’t fully understand 
the mail order plan’s long-range ob- 
jectives . . . in terms of continuous 
promotion benefits, rather than one 
quick sale. With dealer acceptance 
split pro and con, Columbia's initial 
task was to convince these balking 
retailers that the mail order club 
would stimulate additional interest 
in recordings and bring new cus- 
tomers into their stores, 


After its first three months of 
powerful national advertising, we 
dropped into Columbia LP Record 
Club's mail order headquarters in 
New York to see how it was pro- 
gressing. We found a_ booming 
operation occupying the whole sec- 
ond floor of 165 West 46th Street, 
in the center of the city’s music and 
theatre district. In a beehive of ful- 
fillment activity, a large staff was 
busy tabulating thousands of cards 
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New Booklet tells... 


How to 
Increase 


LETTER 
PULLING POWER 


write for your 
personal copy 


The effect of a personally 
typed letter cannot be de- 
nied. A typewritten appeal 
of the right sort, on any 
worthy product or service, 
means success, The only 
question is, how can the cost 
be held down within’ the 
range of the item you are 
promoting? Auto-typist 
provides the answer, 


How to use individualized 
Auto-typist letters is thor 
oughly discussed in the 
booklet. Proven techniques 
of letter writing, follow-up 
and general correspondence 
are covered, also. Fill out 
the coupon to receive your 


copy. 
World's Largest Manufacturer of 
Pneumatic Typing Equipment 


AMERICAN AUTOMATIC 
TYPEWRITER COMPANY 

Dept 

2323 North Pulask! Road, Chicago 
Gentiomen 

Please send mea copy of ‘Quantity with Quel. 
ity through Auto typist Personalized Letters. 
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City lone Stote 


on a battery of clacking IBM mach- 
ines . . . while rows of Burroughs 
High Speed Addressers were knock- 
ing out current mailings at an 
equally frantic pace. 

In his quiet but not yet furnished 
ollice (except for a constantly ring- 
ing phone on a desk piled high with 
layouts), we asked the club’s 29 
year-old advertising manager, Jo- 
seph B. Rickard, about the problem 
of objecting dealers. He said Col 
umbia is solving it with the help of 
direct mail . . . by showing dealers 
who aren't selling memberships the 
profit picture and promotion poten- 
tial of the dealers who are. Weekly 
letters, bulletins, post cards, reprints 
and other pieces are mailed to re- 
tailers to convince them of the plan’s 
soundness as an equitable manufac- 
turer-dealer mail order operation. 


Point by point, the dealer direct 
mail is designed to answer questions 
and overcome objections. Heavy 
emphasis is placed on dealer profits 
possible throught the club (1,000 
members could produce $10,000 a 
year in commissions); the no-inven- 
tory, no-handling, no-bookkeeping 
feature (Columbia handles the whole 
package); and that the free bonus 
records are special limited editions, 
pressed exclusively for club mem- 
bers (not regular releases available 
at retail stores). The fact that Col- 
umbia does accept some subscriptions 
direct is explained by telling re- 
tailers this pays for the bonus ree- 
ords and operation of the club (Col- 
umbia estimates they need less than 
| direct subscription out of 5 for 
this). All advertising is beamed to- 
ward the dealer (“Take or mail this 
coupon to your local record dealer 
«+ and the small amount of 
direct coupons comes from customers 
who have no dealers near them. 
Furthermore, Columbia promises to 
“reexamine and develop our policy 
accordingly” if they find too great 
a percentage of members are joining 
the club direct. A plan is already 
being worked out to give the dealer 
a commission on renewal members 
who subscribed direct before going 
to the dealer's store. 


Over and above immediate com- 
missions, the greatest asset for 
dealers is the trafhie-building promo- 
tion elements within the club's opera- 
tion. Every month members will re- 
ceive the Columbia LP Record Club 
Magazine, a pocket-size publication 
filled with colorful pictures and ar- 
ticles on their favorite personalities 


in the music world. A big feature of 
the magazine will be a monthly 
double-page spread devoted to sell 
ing regular Columbia releases not 
sold through the club . . . but avail- 
able only at retail stores. 

For the special bonus records, 
different record jackets will be de 
signed periodically containing 
layout and copy promoting current 
releases available only at retail 
stores. And a 16-page, multi-color 
booklet promoting new Columbia 
records (also available only at re 
tail stores) will accompany all in 
voices mailed to members. Every 
mail contact Columbia makes with 
club members will be calculated to 
stimulate more interest in music and 
records .. . to help dealers sell more 
merchandise that has nothing to do 
with the club (including needles and 
record players). 

While Columbia will use their 
customer list for mass mailings on 
renewals (and to promote new re- 
leases other than club selections for 
the retailer), it’s doubtful that they 
have any plans of going whole-hog 
into mail order via mail sans the 
dealer. In fact, they have packaged 
a program to help dealers themselves 
get members by mail. 

The direct mail package consists 
of a two-color folder, persuasive let- 
ter, application blank and envelope 

. imprinted with the dealer's name 
and address. Columbia supplies 
these at cost, and also gives the 
dealer a manual with suggestions for 
developing a complete mail program 

using the dealer's own list. At 
no time does Columbia ask for the 
dealer's local list, but instead tells 
him how and where to get more lists 
for his own mailings (through other 
retailers, booksellers, etc.). The man 
ual also shows him how to coordinate 
the mailing program with telephone 
calls, store salesmen, etc. 

Added to this, Columbia supplies 
the dealer with a bevy of newspaper 
mats, window streamers, counter dis- 
plays and a 1” sales record and dis- 
play for his listening booth .. . us- 
ing the club lure itself as a traffic 
stimulator. 

At this stage of the game, the ac- 
tual number of over-the-counter en- 
rollments in the Columbia LP Ree- 
ord Club is not for publication. But 
judging from the activity at Colum- 
bia’s mail order headquarters, it 
must be high. And we are told that 
the direct mail program is steadily 
bringing more and more participa- 
ting dealers into the plan. 
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Rickard, who was formerly direct 
mail manager for McFadden Pub- 
lications before joining the record 
club, is a firm believer that it takes 
all media to put over the club plan, 
but he leans heavily on the value of : . = 
direct mail to sell the idea to deal- “Ad Harper's Magazine 
ers. The weekly mailings are doing 
a yeoman’s job of convincing dealers y 
that the plan not only means extra Di al 
profits, bet builds store trafhe at the : ree a means 
same time. 

This question of store traflic is the . ee 
important issue with small and med qi Reply-O-Letters 
ium size retail store owners who are “ae 
still leery of the words “mail order”. = 
Their feeling is that manufacturer- 
instigated mail order might kill 
store traffic already crippled by dis- 
count houses, rack jobbers who 
place merchandise in supermarkets, 
ete., and the independent mail ordet 
clubs. The traffice-building Columbia 
plan (with free bonus records to 
beat discount houses) could be this 
group's answer to their three biggest 
sales threats. 


On the other side of the fence are 
larger dealers and department stores ‘ : says 


who have successful mail operations +a 
of their own in local metropolitan i JOHN JAY HUGHES, 
areas. The Columbia plan gives this Assistant Publisher end 
group a powerful new offer they can oto ,. Circulation Director, Harper's Magazine 
include in their own mail order ap- a 
peals. 
The best opinion we've found on 
the issue so far came from writer 
Harry Martin, whose sound theory 
here is reprinted from Retailing 
Daily: 


“The club plan not only can, it must “We began to use Reply-O-Letters back 
benefit dealer, distributor and manufa in 1944. Since then, we have probably 
mailed 15 or 20 million of them. Reply- 
QO-Letter is our standard new business 


turer. Any plan that does not benefit 
each is poorly organized. Direct plans 
sponsored and executed by the manufa 

turer run the risk of failing to benefit solicitation letter, and it also occupies all 
the dealer, Yet, conversely, club plans seven positions in our renewal series as 


operated by individual dealers run the well. We have made exhaustive tests of 
risk of not being broad enough in scope 


and forceful enough in execution to work other kinds of letters, but none work so FREE BOOKLET 


any increased volume back to the factory. well as Reply-O-Letters. In addition, the 
But ideally, the dealer club plan is bet Reply-O people keep us on our toes by 
ter. It keeps control of selling where it coming up with new copy and new ideas 


We invite tests of 5,000 
or 10,000 Reply-O-Letters 
from mail users who, when 
belongs, on the selling floor. If enough all the time. This helps keep our view- satisfied with the results, 
dealers would wake up to the tremendous can then mail in larger 


point and our approach fresh and lively. 
quantities 


potential of club plans—in all trades 
no manufacturer would have to step on We like to do business with Re ply-O . The booklet, “ir was An- 


SWERS THEY WANTED” 


makes good reading for 
Our opinion is that the Columbia anyone whe wees the mails 


LP Record Club is such an ideal Send for your free copy 
one, and warrants careful following today. 

by manufacturers in all trades. 

Could be that they, too, can use di- 


rect mail as the wedding ring . . . reply-o-letter 


for a happy marketing marriage 
linking retail dealers to mail order. 


New York 23, 


Sales Offices. Boston * Chicago 
NOVEMBER, 1955 33 Cleveland * Datroit * Toronto 


dealers’ toes.” 
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By Leo Gans, (resident 
Lamarge Mailing Service, Chicago 


Picking an addressing system is a 
lot like selecting a wife—it’s partly 
a matter of taste and partly a matter 
of judgment. 

What is more, at the rate new ad- 
dressing systems are being announc- 
ed, a mailer will soon have a greater 
variety of choice than an eligible 
male. Before the war three com- 
panies, Addressograph—Multigraph, 
Elliott, and Pollard-Alling domina- 
ted the automatic addressing field. 
Now we have, in addition, Seripto- 
matic, Remington-Rand, | BM, 
Ozalid, Ditto and Burroughs. Even 
one of the largest aircraft manufac- 
turers is going into addressing. And 
the old line companies haven't given 
up by any means. They're develop 
ing new and better equipment and 
expanding, too. 

Confusing as this may seem, it's 
only the beginning. Still to come 
perhaps in the not too distant future. 
are machines which produce punched 
cards by scanning written or printed 
material, magnetic tape for storing 
punched card information, and cath. 
ode-ray tube systems for high speed 
reproduction of names and ad- 
dresses. 

In the light of all this progress, 
the advice | have to offer on how 
to save money on your addressing 
may seem very strange. It can be 
summarized in two words 
labels”. 

Not that this is good advice for 
everybody. For many it is unneces- 
sary. For others it may be more 
costly to use labels with their present 
equipment, My feeling is, however, 
that small and large mailers will find, 
if they have not already, that using 
labels can, or will soon, save them 
money. 

There are certain obvious advan- 
tages to labels, no matter what ad- 
dressing system is used. For one 


se 


HOW TO SAVE MONEY 
ON YOUR ADDRESSING 


thing you don’t have to wait until 
your envelopes or order forms are 
delivered before you start running 
your list. You'll therefore have less 
idle time on your addressing equip- 
ment and fewer bottlenecks. And, if 
you use outside lists, you'll avoid 
the inconvenience, expense and de- 
lays of shipping material to list own- 
ers scattered throughout the country 

and then waiting until they have 
time to address your envelopes. And 
when you're in a hurry, a phone call 
or wire will start a label list on its 
way to your lettershop in a day or 
two, instead of a week or two. 

With almost every addressing 
system, you'll get better production 
with less labor and material handling 
cost when you run a strip list instead 
of addressing directly on a mailing 
piece. Very often the cost savings are 
quite dramatic. 

The Model 2600 Speedaumat Ad- 
dresser, for example, which sells for 
about $2,250 with attachments, will 
turn out about 6,000 addressed en- 
velopes per hour. With the same 
labor the Model 4100, even though 
it costs about five times as much, will 


save you money by producing 12,000 
impressions per hour on a strip list. 
What is more, at no additional cost. 
it will produce three identical lists at 
the same time. In effect, therefore, it 
addresses 36,000 labels an hour! 

Pollard-Alling will furnish you 
with a machine that can address (di- 
rect impression) 12,000 mailing 
pieces per hour. Fast as this is, it 
hardly begins to compare with Pol- 
lard-Alling’s label addressing speed 
which is 40,000 an hour! 

The | B M Model No. 407 Ac- 
counting Machine can produce 9,000 
three-line labels an hour. If you use 
continuous form stock which can be 
cut up into individual labels, and 
limit yourself to 19 characters per 
line, you can produce a second set 
of names at the same time. Using the 
carbon ribbon attachment, you can 
produce four sets of names at the 
same time. Your addressing speed at 
this point is 36,000 names per hour. 
Even if you could conveniently ad- 
dress individual envelopes on this 
machine, your speed could be no 
greater than 3,000 three-line ad- 
dresses per hour. 


Reporter's Note: Direct Mail is getting to be 
@ controversial subject. Even more than ever 
before. We liked the down-to-eorth talk 
given at Chicago DMAA Convention by leo 
Gans, president of Lemerge Mailing Serv- 
ice, 417 So. Jefferson Chicago 7, Iilin- 
ois. Many in direct mail circles shudder ot 
the thought of using labels on their direct 
mail pieces instead of direct typing on en- 
velopes. But in this case, Leo attempts to 
dispel the fears. We think his advice de- 
serves ao place in the records. Hope you 
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Burroughs intends to start deliver- 
ing this fall a machine which will 
print three-line addresses from 
punched cards at the rate of 36,000 
per hour —on labels, that is. It will 
make two copies through carbon 
ribbons at the same time which 
brings its output up to about 108,000 
three-line addresses an hour. When 
Burroughs markets an attachment to 
address directly on a mailing piece, 
even under optimum conditions, their 
machine will not be able to produce 
more than 18,000 mailing pieces an 
hour. 

Oddly enough, and despite high 
labor costs and advances in techno- 
logy. typewriter addressing still 
flourishes. Here, the economics of 
label addressing is simple enough. 
Like the 1¢ sale in a drug store, you 
get an extra item (in this case, a 
usable address) for next to nothing. 
If you're going to type a list any- 
way, it costs very little for an extra 
carbon or two. If you're not satis- 
fied with the quality of the third or 
fourth carbon, you can type on dit- 
to, ozalid or paper multilith masters. 
Each of these systems will provide 
you with numerous legible copies of 
your list. 

Correcting label masters is com- 
plicated—until you get the hang of 
it. It's easy enough to delete a 
name—but this gives you a_ blank, 
or crossed out, label when you make 
a copy of your list. You must 
therefore develop procedures for des- 
troying such labels before they're 
affixed, or picking out mailing 
pieces with blank labels and relabel- 
ing them. This is not as hard as it 
sounds, 

With a little experience it is also 
possible to do a fairly neat job of 
erasing a master and entering a cor- 
rection. After a while, however, the 
masters may get a little shopworn. 
The only solution is to type fresh 
masters. But this shouldn't be nee- 
essary more than once every 18 
months. 

For those who continue to address 
by typewriter, labels will become 
even more important economically in 
the near future. When the $1.00 
minimum wage law goes into effect 
in March of 1956, it’s going to cost 
$1.50 more per thousand at the very 
least for most typewriter addressing. 
The greater the number of label sets 
you can make and use, therefore, the 
less this increase will matter to you. 

Along with the increasing use of 
labels in addressing has come the 


NOVEMBER, 1955 35 


DIRECT MAIL 


ENVELOPES 


UNITED STATES ENVELOPE Fi 
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Your prospect thumbs through his mail — and stops! Here's 
something different: an envelope with a picture window. 
He looks through it and sees a picture or message actually 
printed on the enclosure . . . 

You direct mail experts take it from there . . . it's got 
great possibilities! 

A recent revision in postal regulations permits the use 
of windows in envelopes for advertising purposes. Such win- 
dows can be used with or without an address window. 

You will wish to develop your own picture window, of 
course. “Picture Windows” are died out to order, to do your 
special job, so consult your envelope supplier. He can also 


obtain for you a copy of the free illustrated bulletin shown 


below — or write to 


SPRINGFIELD 2, MASSACHUSETTS 
15 Divisions from Coast to Coast 


i 
Postal Regulations Now Permit 
Windows in Envelopes 
for Advertising Pure 
window; 
be wsed te 
— 
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“.. Bunn Tying Machines 
help more much as 


‘4 million pieces of 


mail a day” 
says Edward Leahy, Sec’y-Treas., 


BUCKLEY-DEMENT 
“Direct mail campaigns must go out 
on time,” says Mr. Leahy of Buckley- 
Dement Advertising Corp., Chicago, 


world famous direct mail house, “but 


without Bunn Machines it would be 


impossible to hold our tight sched- 


ules. Their tying speed keeps pace 


with even the fastest automatic in- 
serting and metering machines.” 
Bunn Machine operation is simple: 
place stack of envelopes on machine 
and step on treadle. In less than 14% 
seconds, stack is securely wrapped 
and tied with slip-proof, tamper- 
proof knot, fully approved by Post- 
masters, 

Bunn Machines adjust automatically 
to any size or shape . use right 
. with 


amount of twine every time . . 
proper, uniform tension. 


B. H. BUNN Co., Dept. 

7605 Vincennes Ave. 

Chicage 20, til. 

GET THE WHOLE STORY 
teday for this fact-packed 

beokler, which illwetretes the 


many edvantages of Bunn Tying 
Machines There is no obligation, 


| B. H. Bunn Co., 80-115 
| 7605 Vincennes Ave., Chicage 20, til. 

1 Please send me a copy of your free booklet 
| which shows how Bunn Machines can seve 
« time and money in my business. 


development of high speed machin- 
ery for affixing labels onto mailing 
preces. One such machine, an experi 
mental model, in operation at our 
plant during the past 18 months, has 
affixed as many as 184,000 indivi- 
dually cut labels on to a 51% x 7) 
house magazine in a seven hour run. 
Model No. 2 of this machine, greatly 
improved and somewhat faster, is 
being readied for its “shakedown” 
run and should be on the market 
by the end of this year. Since this 
labeler affixes only individually cut 
labels (ranging in size from %%” 
2” to 5” x 10”), for the past 12 
months we've had another experi- 
mental machine going which, at the 
rate of 20,000 per hour, converts any 
kind of control punched strip list or 
continuous form list into individual 
address labels. 

Now I know there are quite a few 
mailers with many years of successful 
experience to back their judgment, 
who'd sooner mail a blank envelope 
than use a label. Some of them even 
agree that labels wouldn't hurt their 
returns. But they still won't use them 
because of their appearance. 

The fact is, 
need to put up with sloppy labels or 
labeling. By using just a little ima- 
gination and setting up quality con- 
trols, you can transform a label ad- 
dress from an eyesore into something 
that seems to belong on your mail- 
ing piece. 


however, there’s no 


If your labels are typed, you start 
by insisting on neat, legible, punct- 
uated work done on typewriters that 
are in reasonable alignment and kept 
reasonably clean. This shouldn't add 
a penny to your cost. Provide your 
typists with a ruled master form to 
follow. If you do, you'll get perfect 
registration of the name in the cen- 
ter of each label when you run copies 
of your list, 

Perforated stock is completely un- 
necessary. Eliminate this and, not 
only do you save a few pennies, but 
you've also taken a major step in 
improving the appearance of your 
address label. Simply type or run 
your labels on unperforated stock, 
stack the sheets and then die-cut 
them, or cut on a paper cutter. For 
the paper cutter, power or hand, keep 
your lifts small, cut carefully, and 
you'll wind up with a neat finished 
product. 

It should also cost you no more 
to have your labels affixed straight: 
not perfectly straight—for that is 
almost impossible to do by hand— 


MAIL ORDER LOGIC 


Watch for the December Reporter 
and don't let anyone swipe it 
away from your desk. Will contain 
an interview with one of the leading 
figures in the Mail Order world . 
who frankly answers questions which 
nearly everybody asks at sometime 
in their business lives. It will be must 
reading for everyone connected in 
any way with mail erder selling. And 
the principles can be applied to near 
ly every business. | 


but reasonably straight. A square 
cut white label, neatly affixed to a 
white envelope is as inconspicuous 
as any direct impression address. 

If you want something more than 
an inconspicuous address, run your 
labels on a colored stock, or on spe- 
cially pre-printed sheets with a back- 
ground design. It’s simply a matter of 
planning your labels when you plan 
your mailing piece— and designing 
your label as carefully as your letter- 
head, order form and envelope. Do 
this, and you'll improve your mailing 
piece while you save yourself some 
money. 

Of course, before you start enjoy- 
ing the economies and other advan- 
tages of a new life with labels, you 
should test thoroughly to find out 
if you can use them without losing 
orders. All I can tell you is that most 
of the time, even when you slap labels 
onto gold plated order forms, it 
doesn’t seem to make a bit of dif- 
ference. My guess is that the label 
allergy disease is purely occupational 
in nature, confined to direct mail 
experts only, and not the least bit 
contagious. So far, at least, it doesn’t 
seem to have spread to people on 
mailing lists. What you have to say 
and how you say it, seems to be 
more important to them than the 
technical details of how you address. 

This puts the problem right back 
in your lap on a dollar and cents 
basis. | therefore strongly suggest 
that EVERY mailer re-appraise his 
requirements and take a New look 
into the conveniences and money-sav- 
ing possibilities of using labels. 


Footnote: Mr. Gans passed out to the au- 
dience envelopes containing samples of 
some of the forms used by Lemarge Mail 
ing Service to produce labels, as well a» 
samples of labels run on all kinds of paper 
stocks. Most of the labels were produced 
by a spirit duplicating system. A few 
specimens of other kinds of labels were 
also shown. He demonstrated that attrac 
tive labels can be produced by any ad 
dressing system— providing you order pre 
printed label stock, pre-printed rolls, or 
pre-printed continuous forms. 
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of all genuinely 


watermarked bonds 


Ist BECAUSE. .. Atlantic Bond with 
the genuine watermark is the only paper 
with weight shown in watermark! 


Ist BECAUSE... Atlantic Bond is made better! 
It looks so much whiter, brighter. It snaps 
and crackles...feels so good to the touch! 


Ist BECAUSE... Atlantic Bond, “The Printers’ 
Paper,” assures you better impressions...sharper, 
clearer halftones...a constant affinity for ink! 


Ist BECAUSE... Atlantic Bond is 

moisture controlled for dimensional stability — 
which assures accurate register on every run! 
Find out for yourself why Atlantic Bond 

is America’s best selling #1 Sulphite! Ask your 
Atlantic Merchant for a free sample packet. 
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— ATLANTIC BOND 
Products of Eastern Corporation + Mills in Bangor and Lincoin, Maine ees 


STRETCHABLE 


Actual Dollar Bill Size 
Imprinted with advertisers 
message. Wide selection of 
designs. Special designs 
can be created for you. 


A 81G HIT AS A DIRECT 
MAIL ENCLOSURE AND 
AS A PASS OUT AT 
CONVENTIONS 


Rubber money works like 
magic to excite and drama- 
tize your advertising message. 
These novel humorous rub- 
ber bucks are never thrown 
away... your imprinted 
advertising is read over and 
over again. The stretch at- 


tracts attention and empha- 
sizes your money saving mes- 
sage. 
wert. WIRE O8 PHONE FOR 
SAMPLES AND PRICES. 


MEINHARDT, iw. 


Ew. 1923 
4333 Pulaski Rd, Chicago 41, 


Training Personnel For 
Direct Mail Work 


Reply-O Products and Eastman Kodak 


Pave The Way For Better Training. 


In our October convention report 
we didn't have room to describe two 
other behind-the-scenes, significant 
developments. 

First: Being shown for the first 
time at a DMAA convention, both 
in their booth and in their suite, 
Reply-O Products Company (7 Cen- 
tral Park West, New York 23, N. Y.) 
revealed the new salesmen’s training 
film now being used by ten major 
insurance companies. It is one of 
those strip film affairs with synch- 
ronized sound record. In our opin- 
ion, it is one of the best training 
films we have seen in a long, long 
time. And there is an unusual story 
behind it. 

Charlie Binger has been dealing 
with the large insurance companies 
for many years . working with 
them to develop techniques of ob- 
taining by mail sound inquiries for 
the salesmen to follow up. Charlie 
and his customers have been more 
interested in worthwhile inquiries 
than in amazing or large percentage 
of returns. One of the most difficult 
problems has been to convince the 
new salesmen that the pre-approach 
by direct mail makes their selling 
easier. Salesmen are often antagon- 
istic to anything which might take 
their place. 

So last year, Charlie Binger and 
his two sidekicks, Dick Tirk and 
Charles Choquette, conceived — the 
idea of building a training film 
which could be used to educate the 
new (and old) insurance salesmen 

. giving them a complete picture 
of what direct mail is, how they can 
build their prospect lists and what a 
pre-softening campaign can do for 
their annual income. 

Charlie Binger should receive 
some sort of an award as a diplomat 

. possibly being recommended for 
a place in the United Nations . 
because he did a nearly impossible 


job. He convinced ten of the largest 
insurance companies in the country 
to band together and help finance 
the making of this film. Each of the 
ten companies paid a proportionate 
share of the production cost, but 
Charlie Binger and Reply-O Prod- 
ucts paid all of the preparatory cost. 
He managed to get all of the ten 
companies to agree not only on the 
wording of the presentation but on 
the statistical results from the aver- 


ge pre-selling campaign and the sta- 
tistical return to the salesmen using 
the direct mail method. 

The film was finally finished 
shortly before the DMAA convention 
and this reporter enjoyed seeing a 
preview. Each of the insurance com- 
panies is supplied with the needed 
number of copies of the film. The 
first frame shows that it is a presen- 
tation of the individual company. 
All the other frames are an uniden- 
tifiable presentatioin of the value of 
the direct mail plan. The last frame 
carries the only mention of Reply- 
O Product's connection. Under the 
words, “The End.” is a modest and 
very small line of type reading. 
“Technical Assistance by Reply-O 
Products Company.” 

We were so enthused with the 
project that we visualized its appli- 
cation in other fields. At the DMAA 
convention, we urged a number of 
our industrial advertising friends to 
see it. And they did. We believe the 
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same idea could be used to teach 
industrial salesmen the value of di- 
rect mail which backs up their ef- 
fort. Too many industrial salesmen 
pooh-pooh direct mail . . . or are 
afraid of it. 

If any of the readers of The Re- 
porter are interested in seeing this 
film for the purpose of adapting the 
idea to their own specific industry 
... get in touch with Charlie Binger 
at Reply-O Products Company. 

Second: Another film which 
caused some discussion in Chicago, 
but which was not shown generally. 
was a recent creation of Eastman 
Kodak Company. It is not designed 
for salesmen, but was created to 
train the personnel in the mailing 
department of Eastman Kodak Com- 
pany. 

About a year ago this reporter 
visited Albert Stillson at Rochester 
and saw the remarkable innovations 
he has invented in high-speed ad- 
dressing and labor-saving methods. 
We suggested, half jokingly, that 
with all the film available he should 
make a movie to show other mailers 
how the job could be done. Al took 
the suggestion seriously and just a 
few weeks before the DMAA con- 
vention the sixteen millimeter, full 
color, sound motion picture was 
completed with Al doing the com- 
mentary. 

The big mailers may not be inter- 
ested in it because much of the film 
is devoted to the hand operations 
in the mailing department. We have 
recommended that it be shown at 
the various chapters of the Mail Ad- 
vertising Service Assn. And we 
think mailers around the country 
who are primarily concerned with 
relatively small lots might be inter- 
ested in obtaining a copy for show- 
ing to their own working personnel. 
If you are interested get in touch 
with Albert Stillson, Eastman 
Kodak Company, 343 State Street, 
Rochester 4, N. Y. 

We think the two films described 
above are steps in the right direction 
and we hope to see many more of 
them as direct mail grows larger 
and larger. First, we need more 
training of management and sales 
forces in what direct mail can do; 
and second, we need _ intelligent 
training of the people who handle 
the mechanical operation of direct 
mail. If all of us work along those 
two fronts, direct mail is bound to 
improve . . . providing, of course, 
that the copywriters continue to im- 
prove also. 
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DREY’S SELECTED INDIVIDUALS 
OF ABOVE AVERAGE INTELLIGENCE, 
CULTURE AND OR INCOME 


“DREY’S SELECTED” has become the “Hall Mark” for Intelligence and In 


tegrity in List Compilation Research and Development. 


The market for mailing lists, however, is so extensive that for an organiza 
tion to claim that its service is unequalled on every available mailing list 
could be regarded as “the height of the ridiculous and/or the depth of 


deception”. 


But, anyone at all familiar with mailing lists concedes that Walter Drey, Ine., 
is the market, knows the market, for compilations of Individuals of Above Aver 


age Intelligence, Culture, and/or Income. 


By developing our own, we have absolute control of the accuracy of com 
pilation for we see to it that only the latest directories are used as source 


material. 


We pay our compilers by the hour to remove any incentive to include a name in 


the list that shouldn't be there. The rule is “when in doubt, omit the name”. 


Extreme care assures accurate up-to-date lists. 


— 
DREY’S SELECTED COMPILATIONS NOW AVAILABLE 
285,000 Public Opinion Leaders (H & B) 100,000 Social Scientists (H) 
250,000 “Key” Bus. Executives (B) 70,000 Art Appreciators (H) 
250,000 Self-improve. Bus. Prosp. (B) 50,000 District Managers (8) 
235,000 “Remaking America” Execs. (B) 50,000 Bus. Ambassadors (B) 
200,000 Bus. & Prof. Men (H) 50,000 Sales Executives (8B & H) 
175,000 Physical Scientists (H) 40,000 Graphic Arts-Users (B) 
150,000 Very Important Persons (H) 35,000 Music Appreciators (H) 
125,000 College Teaching Personnel (H) 25,000 Sal Engi s (B) 


H (Home Address) B (Business Address) 


The performance record of the above lists has been remarkable. Some clients 
use these lists in their entirety every mailing season. Complete data and prices 
are available on request. Cross-section tests will be accepted from 5,000 to 
10,000 names on lists totaling 100,000 and over; 3,500 to 5,000 on lists totaling 


25,000 to 75,000. All addresses typed on mailer’s material or on labels. 
1,001 lists by category from A (Accountants) to Z (Zoologiste), as well 


as mail order lists of all kinds, available for rental. Write us your mailing 


list needs and include samples of your sales promotion. 


Current copy of “LISTS & LISTINGS” free on request. 


WALTER DREY, inc. 


BROKERAGE COMPILATIONS RESEARCH 


257 FOURTH AVENUE, NEW YORK 10, N. Y. ORegon 4-706! 
333 N. MICHIGAN AVENUE, CHICAGO 1, ILL. Financial 6-4180 
Vember National Council Mailing List Brokers 
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From time to time I am asked to 
suggest a plan for a complete 
direct mail program. Plan and 
copy as well as art. I am giving 
personal service by mail to firms 
in all parts of the country and 
perhaps I could help you in 
preparing your direct mail 
campaign. Just write me a letter 
outlining your requirements and 
I will quote you prices for my 
preliminary idea sketches and 
time needed 


RAYMOND LUFKIN 


124 West Clinton Avenue, Tenafly, New Jersey 


ART WORK BY MAIL 


copy, design, 


copy, sketches and finished art work 
delivered direct to your desk by meil 
from my studio at home. 


CONNECTICUT 


National Fire 
Hartford, Connecticut 


Drawn for the 


Group, 


ilustrations and typography BY MAIL 
ENglewood 3-41869 


will help you turn your mailing 
lists into extra dollars quickly and easily! 
This Book, by Jim Mosely, is packed with 
TESTED IDEAS and TECHNIQUES 
gathered from 20 years’ experience — to 
bring you added profits year after year. 
Step by step, this informative Book an- 
swers your questions and shows you how 
to find overlooked profits from your mail. 
ing lists. Send today for your FREE 
COPY of “How to Double Your Net 
Profits from Your Mailing Lists.” Just 
attach ad to letterhead or business card. 
No obligation 


Nesely MAIL ORDER 


INC. 


Mail Order List Headquarters 
38 Newbury Street Boston 16, Mons. 


“Mosely sends the Checks” 


for repeat mailings 


be done on 


Over 1,000 
Shop Owners 
Know 


that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable. 

Join these, 1,000 
progressive commercial 
duplicators in promoting 
your industry. 

A letter now will 

bring you a full 
description of 
membership services. . . . 


Write: 


MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Highway 
Detroit 35. Michigan | 


For A Nationwide Promotion 
Of Direct Mail . . 


PUT THESE POSTAL ADS 
TO WORK ON ALL YOUR 
OUTGOING MAIL! 


For some time now, 
beating the drum for an idea orig: 
inally suggested by A. L. Stitler of 
Cavanagh Printing Company in St. 
Louis: To create an industry-wide 
postage meter slogan design 
that could be used by all mailers to 
promote direct mail. 

We received many suggestions 
and sketches as a result of several 
articles in The Reporter. Most of 
them were good. But the best. we 
think, are the two pictured 

. contributed by Dickie-Raymond 
Ine.. 470 Atlantic Avenue, Boston 
10. We like them best because they 
sum up the end result of direct mail 

. sales. \t's hard to get a big mes- 
sage across in so few words, but we 
think the Dickie-Raymond 
will have convincing 
they're used often enough and seen 
hy enough people. 


use tae MAILS 


weve heen 


and 


here 


slogans 


value if 


If every producing and creating 
company subscribing to The Re 
used them on their outgoing 
mail, the postal ads, small as they 
are, would make millions of favor 
able impressions for the media that 
helps keep all of us supplied with 
bread and butter. 


porter 


So. we urge you to write to Bill 


Stam- 
the 


Ine., 
order 
postage 


Pitney -Bowes, 
ford, Connecticut, and 
postal ad cuts for your 
meter. P-B will supply them at cost 
(312.00 a piece). 

While you're at it, ask Bill to send 
you a copy of Pitney-Bowes’ beaut 
ful new booklet, Guide to Postmark 
Advertising. Its a working 
hook loaded with samples of the be=t 


Smith at 


40 THE REPORTER 
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typewriter, your typist 
Carbo-Snap ASK for samples. | 
Penny Lebel Compeny | 


postmark ads . and tells how to 
prepare the most effective type of 
messages, (Most important advice: 
keep your artwork and lettering 
sharp, clean and simple). The book- 
let concentrates mostly on promo- 
tional messages for commercial prod 
ucts, but also shows how public 
service organizations have “done big 
things with little messages.” 


The postage ads shown here can 
do big things, too, in helping to 
spread the word about direct mail 
as a producer of sales. Here at The 
Reporter, we've started using the 


messages on our mail... and they've 


already brought a number of favor- 
able comments. So order yours 
from Pitney-Bowes right away and 
let's make this an industry-wide. 
nationwide effort to promote direct 
mail, 


A SALES SWAT AT 
SURPLUS STOCK 


At last, someone has organized a 
campaign to get rid of those sum- 
mer pests—common house flies. Line 
Material Co., 700 W. Michigan St., 
Milwaukee 1, Wisconsin, used the 
drive to tie in with an effort to get 
rid of surplus stock. 


They mailed distributors a myster- 
ious metal rod, labeled a “Surplus 
Stock Sales Reminder.” Distributors 
were told to keep it until they re- 
ceived a second mailing. A’ week 
later, distributors received the rub- 
ber head of a fly swatter with this 
message from LMC: “ . . . the en- 
closed component, when attached to 
the Surplus Stock Sales Reminder 
sent you a week ago, forms a fly 
swatter ... a highly effective engine 
of destruction as far as flies are con- 
cerned. About this time, you are 
probably asking yourself, “Now what 
the hell are they sending me a fl: 
swatter for?’ Think, man, think! The 
answer is obvious; we want you to 
swat flies!” 


Enclosed with the swatter was a 
thick portfolio of surplus stock cata- 
log sheets, with a large picture of a 
fly on the cover titled “Surplus 
Stock.” The mailing also contained 
a reprint of a Milwaukee Journal ar- 
ticle about house flies and how fast 
they reproduce. LMC put their cam- 
paign point across by telling distri- 
butors: “. . . the clipping indicated 
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“Just what do you do?” It 


anything important. Here it 
details for you? 


Booklets © Folders 
Brochures © Broadsides 
Sales Presentations 
Catalogs © Manuals 
Inserts © Bulletins 


Promotion Kits 


Calendars ® 


Window & C 


Wustrated & Gadget Letters In-Store Spo 


ARDLEE SE 


28 West 23rd Street 


Product & Service Literature House Organs 

Annual Reports 

Books © Magazines 
Toys © Games © Maps 


Point of Sale Dominations 


Ad Reprints ®@ Letterheads Posters @ Floor Stands 
Blowups © Novelty Diecuts Self-Service Merchandise 


Every once in a while we are asked a welcome question— 


gives us a good excuse to go 


over our list of services to make sure we haven't left out 


is. May we fill in some of the 


Special Event Material 
Contest Literature 
Premiums ®@ Sales Gadgets 
Coupons © Car Cards 
Box Wraps 

Product Cards 

ounter Displays Cellophane Bogs & Wraps 


Letter Processing 


Postcards 


List Maintenance 


t Reminders Mailing & Distribution 


RVICE, INC. 


OFFSET LITHOGRAPHY @ DIRECT MAIL @ SALES PROMOTION 


@ New York 10, N. Y. 


ORegon 5-0300 


LETTERHEADS 


Do yours? Modern, well-sty 


IMPRESS 


led, engraved letterheads im- 


press customers, tell them your company is alert. 


Letterhead Logic, broct 
you what is a good letterhe: 


ure prepared by experts, tells 
id, how to rate yours. Free to 


users of 5,000 letterheads or more a year. Write now—on 


your letterhead. Give annua 


If it’s worth seeing, put it on a Hill BR. O. H. H l L L INC 


270 04 Lafayette St, N. Y. 12, N. Y. 


Fine Business Cards and Letterheads 


HOUSE ORGANS 
This form of advertising can make sweet 
Bul the py ust SING! Need not 


be espensive put ne on blotter 


Free py if requested on letterhead 


“Chat Fellow Bott’ 


Leo P. Bort, Jr., 64 E. Jockson, Chicego 


L.H.B.M.A. 


+ 

@ For the sales advertising director who 
@ an ov {-the-ordinery direct mel 
@ campeign. The “Motto-of-the-Month” is 
@ vunusuel, effective, economical, exciusive— 
@ but not for ‘stuffed shirt’ orgenizetions 


GYMER—2125 E. 9th St., Cleveland 15. 


ave 
| usage. 


FUND RAISERS... 


My counseling service will help you 
increase the returns from your direct mail 


oppeals. 


Let me tell you how and cite a few 
? case histories to prove that 
“two heads are better than 


“” 


one 


WILLIAM M. PROFT 


ASSOCIATES 
27 WASHINGTON PLACE » EAST ORANGE, 


‘ 
1 
00 
age 
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that without effective fly control, 
we'd be up to our in flies in 
short order. The surplus stock sit- 
uation similar—for if we don't 
keep it under control, we will shortly 
find ourselves in the same boat . . 
up to our in S.S. We ask you 
to do two things: 1) Swat the next 
fly you see, and let it remind you to 

2) Try and interest the next 
customer you see in some of these 
surplus materials.” 


NEWSPAPER—DIRECT MAIL 
COOPERATION 


In our October convention report 
we mentioned briefly about meeting 
Jim MeNamee from St. Louis and 
how he had arranged for a direct 
mail display in the lobby of the Se. 
Louis Globe-Democrat. Didn't have 
room to tell the whole story. 

Jim has been a real crusader for 
direct mail education in the St. Louis 
area. He has been active in the Ad- 
vertising Club and has always been 
in the foreground in promoting di- 
rect mail days and displays. 


Following the nation-wide news- 


Lew SHEETS. Most versatile 
kind of addressing label. Type- 
writer size sheets for typing and 
duplicating. Type 33 labels with 
one insertion in typewriter. Make 
carbons for multiple mailings. Lint- 
free; pod-free. 33 labels, 2' 6” x 
1”, per sheet. 


All with Dennison 
special formula gumming 
for tight adhesion 


paper campaign against direct mail, 
Jim thought it would be a good idea 


to calm the waters. The Globe- 
Democrat has a big lobby in which 
they sometimes display the products 
of their advertisers. So Jim “sold” 
the idea of running a display spon- 
sored jointly by Printing House 
Craftsmen in St. Louis and his own 
company, Shaughnessy-Kniep-Howe 
Paper Co. 


We are reproducing one of the 
pictures supplied by Jim just to show 
that it actually happened. On top 
panels around the lobby were re- 
productions of the newspaper's out- 
door campaign and around the walls 
were examples of direct mail or pro- 


duct literature printed in St. Louis, 
with educational exhibits on the 
making of paper and the printing 


pre ICECSSCS, 


CONTINUING AN 
OLD ARGUMENT 


Somebody is always challenging 
the experts who advise “write as you 
talk.” We received a challenge which 
had the whole office force laughing. 
Must pass it along. It came on the 
letterhead of The Eimco Corpora- 
tion, 634-666 So. Fourth West St., 
Salt Lake City 10, Utah. You, too, 
should get a chuckle out of the 
thoughts of C. F. Wright. 


Dear Editor: 

Perhaps I'm starting something 
which I can’t finish but an article 
I read in the July issue bothers me. 
In the article “Brief it Up” two im- 


portant rules are listed (page 28) 
the first of which says “Write 


like people talk.” Which may be all- 
right, depending on the person doing 
the talking. 

We are dealing with two different 


Here are <> smart ways 


to speed up your mailings...use 
Dennison Addressing Labels 


2. IN CARBON SETS. Quick, 
clean, easy for typing multiple 
mailings. Four sheets of couponed 
label paper collated with one-time 
carbons. Labels stay lined up untii 
snapped apart. 33 labels, 2'.6” x 
1%_", per sheet; 132 to set. 


At your stationer's 
or write for the name 
of your nearest dealer. 


FRAMINGHAM, M 


THE REPORTER OF DIRECT MAIL ADVERTISING 


3. IN ROLLS. Quickest, easiest 
for one-time mailings. Labels come 
in continuous strip for convenient 
typing and attaching. 1000 labels, 
Sr. 
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Quiz of the Month 


How many of you can guess ( with- 
out peeping) the name of the person 
who wrote the following? 


Fresh Light On Juvenile Delinquency 


Our youth now love luxury. They have 
bad manners, contempt for authority. They 
show disrespect for elders and love chat 
ter in place of exercise. Children are now 
tyrants, not the servants of their house 
holds. They no longer rise when elders 
enter the room. They contradict their par 
ents, chatter before company, gobble up 


their food and tyrannize their teachers. 


If you can’t guess, turn to page 
44 for the answer. 


vehicles of expression in writing and 
speaking which have different effects 
on the reader or listener. For ex- 
ample, a play may read well, yet not 
be a success because it does not 
sound well. Ask any play-reading so- 
ciety. 


We are being assailed on all sides 
to “write like people talk” —in our 
business correspondence as well as in 
advertising. | believe that what is 
meant is that copy (and correspond- 
ence) should read freely, sincerely 
accurately and vividly. Your corres- 
pondent says that it is his private be- 
lief that the grammarian, or purist, 
has no place in the advertising copy 
field because he doesn’t “write like 
people talk.” A good many people 
hold that belief, but since when does 
good English have no place in adver- 
tising? Why does the belief flourish 
that good English is necessarily stilt- 
ed English? Jared Abbeon, on Page 
38, mentions “the daily influx of 
letters with illiterate, unintelligible, 
unreadable, ignorant screeds of pure 
nonsense.” Perhaps he was feeling 
bad that day but it comes pretty 
close to describing some of the copy 
one reads. | believe we foster this 
very situation when we advocate that 
we should write ad copy as people 
speak. Which people? 

People consist of you, me, profes- 
sors, cabbies, Texans, the bum who 
beats his wife, men, women and 
children—the whole gamut of human 
living. All of them people. They all 
speak quite differently but they all 
share a common understanding of 
the written word. At what level is one 
going to “write like people talk”? 

Let us not lose sight of the fact 
that the human voice gives the 
spoken word all kinds of inflections, 
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TENSION 
ENVELOPE 


‘it’s in the \bag: 


increased returns 


when your 


envelopes are 
designed 


by 


CorP. 


WEW YORK 36, N.Y. 522 Fifth Avenue 
ST. LOUIS 10, MO. * 5001 Southwest Ave. 
MINNEAPOLIS 1, MINN. 129 North 2nd Sr. 


DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Mail Order Letters that 
bring back orders and cash ° 
Contacting Letters that create and 
maintain good will between sales- 
men's calls booklets, folders, 
brochures, house organs, circulars thai 
do the selling jobs you want them | 
to do. Fully indorsed by a nation- | 
wide clientele. Winner of two DMAA 

Best of Industry Awards . . . Dartnell 

Gold Medal .. . editor of IMP, 

“the world's smallest house organ.” | 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 


EDWARD W. OSANN 


Writer of Advertising Literature 
and Sales Letters Since 1910 


175-35 88th Ave., Jamaica 32, N. Y. | 
Member: Direct Mail Advertising Ass‘n.. 


May | help you? 


get sales-aimed ideas layout 
copy. finished ari for direct mail BY 
MAIL trom a DMAA Best of Industry 
Award winner Bob Rainey is on the 
job full time, a real agency with 
Write for proot 


national recognitior 
that it pays to work with 


AD SCRIBE. 


the adver 


tiser s hancy 


Canton 
Post Ottice Box 254! North Cantor 


DES MOINES 14, IOWA + 1917 Grond Avenue 
KANSAS CITY 8, MO. © 19th & Compbell Sts. 
FT. WORTH 12, TEXAS * 5900 East Rosedale 


“ALL-PURPOSE” 
FELINS PAK TYERS 


ALL-PURPOSE 
couse they will 
AUTOMATICALLY 
ADJUST THEM- 
SELVES AND TIE 
TIGHT any light or 
| heavy bundle, 
package, box, with 
in the capacity of 
each model. There 
ore several models 
to choose from, 
ALL-PURPOSE 
couse they will 
handle all the ty 
ing problems in 
your office, mailroom and factory more 
efficiently than you believe possible. 


ALL-PURPOSE because they use twines 
from 3 to 24 ply as well as tapes and 
braids 

ALL-PURPOSE because anyone con ope 
rate them efficiently. They ore sturdily 
constructed to give long dependable 
service, 

ALL-PURPOSE because these machines can 
be controlled by foot pedal trip or auto- 
matic trip. 

LET FELINS CUT YOUR MAILING COST 
NOW. 


TYING MACHINE CO. 


Milwaukee 16, We 


FELIN 
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nuances and shades of meaning 
which are difheult to capture in cold 
print. This, and the fact that one 
approach is through the eye and the 
other through the ear should indicate 
that we are working in a different 
medium when we are writing. 


Something which may sound per 
fectly satisfactory and acceptable in 
a conversation may read horribly 
when reduced to print. Have you 
ever listened to a speech, thought 
to yourself “Very good 
vincing” and then later read a ver- 
batim report of that speech? Try 
it. Too often you will be left: won- 


dering where its move 


you has gone. 


power to 


“if a split infinitive 
why, split it. 


We are urged 
sounds more natural 
(Sounds more natural to whom?).” 
“If a preposition wants to dangle 
let it dangle!” If these rules are 
thrown overboard, where do we stop? 
Who will be the arbiter of which 
rules are adhered to and which are 
not? Will individual advertising 
schools have their own favorite de- 
viations? Surely we can write pow- 
erful and effective copy without pro- 
stituting the language. Who says 
the common man doesn’t understand 
or appreciate well-written English? 


Famous 2-cylinder principle 


DAVIDSON 


DUAL-LITH mobet 241 


Made by the builders of the world’s finest small offset equipment 


With DAVIDSON DUAL-LITH Model 241, you can easily print both sides 
of a sheet on one trip through the machine. Just as easily, you can change 
from offset to letterpress in minutes. And you can dry offset, Davengrave, 
imprint from Linotype slugs, number and perforate. Davidson two-cylinder 
principle gives true versatility, superior ink coverage and dampening solu- 
tion distribution. It’s rugged, built with a preponderance of cast, machined 
parts for long years of trouble-free production of line, 

halftone and multi-color work. Compare it! 


@ AUTOMATIC OPERATION 
GIVES POSITIVE CONTROL 

OF EVERY SHEET. 

© UP TO 6,000 IMPRESSIONS 
PER HOUR. 

@ 3” x 5” to 10” x 14” STOCK. 


DAVIDSON CORPORATION 
A Subsidiary of Mergenthale: Linotype Compony 


RYERSON STREET BROOKLYN NEW TORK 
Distributors in all principal cities 


Text set in Linotype Headings in Davidson ProType 


DAVIDSON 
CORPORATION 
29 Ryerson Street, Brooklyn 5, New York 


oO Send literature on DAVIDSON 
DUAL-LITH Model 241 

(C Send Technical Bulletin on Simul- 
taneous Two-Sided Li 

© Arrange a demonstration in my 
locality. 
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Who says good English can't be 
forceful English? Who says a person 
can't be induced to buy using proper 
English? Should slovenly habits of 
speech be given as an excuse to 
write ungrammatically? There is no 
need to use harsh construction. If 
a line or passage does not read well, 
the thought may be expressed in a 
different way. The vocabulary is 
comprehensive and expressive 
enough. 

Maybe the problem lies in the fact 
that good writing is hard work 
that we are becoming too lazy to 
endure the fatigue of thoughtful 
writing. What I have been trying to 
say is that grammar and good con- 
struction do have a place in adver- 
tising. The style may be chatty, con- 
versational, serious, humorous or 
colloquial but it doesn't have to be 
ungrammatical to have punch. There 
is a happy medium between English 
as she is spoke and “officialese”. I’m 
neither a grammarian nor a_ purist 
but I feel sure that there is merit 
in what I have said. 

Wal, suh, its time fo’ me to hush 
mah mouf. I'm jest iggerant and 
trine to do my best and my ad skool 
teecher says | speak English real 
good yet. (Wonder why they louse 
it up with gramer?) | no that with 
is a bad word to end a sentinse with 

that is, onless you have nothink 
else to end it with. 

Yours sincerely, 
(signed) C. F. Wright 


Reporter's Comment: We can agree 
1009o with the next to last para- 
graph. Feel sure most of the “ex- 
perts” would agree too. It all boils 
down to the question: “Is YOUR 
STYLE good?” One thing is sure... 
Mr. Wright's style is wonderful. 


A FIRST AND 
LAST OFFER 


by Mae Strutzenberg 


Since The Reporter started (back 
in 1938) we have received requests 
for Bound Volumes. We were never 
able to do anything about it because 
we were never able to save enough 
issues of any one year to make it 
worthwhile. 


QUIZ OF THE MONTH 


Answer to Quiz of the Month on 
page 43: It was Socrates, writing in 
the Fifth Century, B.C. 
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For 1955, however, we managed 
to hold out 20 copies of each issue. 

So. we can now offer 20 Bound 
Volumes of The Reporter for Jan- 
uary to December 1955. This will be 
a permanently leather bound hard 
cover book, with gold lettering of 
“The Reporter of Direct Mail Ad- 
vertising” on the front cover and 
“Reporter January December 
1955” on the back strip. 

Price—$20.00. 
ing 20 orders.) 


(Based on receiv- 

If we are swamped with orders, 
then the 20 Volumes will have to go 
to the first 
this permanent file of The Reporter 
doesn’t meet with any big response, 
we can handle the 
but the cost might be a little higher. 
(We'll try to keep it at the $20.00 
pri 

If you want a 1955 Bound Vol- 
ume of The Reporter, let us know. 
Orders will be dated and filed as re- 
ceived. The Volumes will be ready 
20th. You can 
give yourself a Christmas present 
and start a library of Direct Mail 
ideas that can’t be duplicated any- 
where for any amount of money. Or 
you might have an extra special 
client or customer that you want to 
impress in a big way. A gift of a 
Bound Volume of The Reporter for 
1955 should do it. 

If you are interested, let us hear 
from you immediately. It really is a 
case of first come—first served. 


20 orders received. Hf 


orders received 


around December 


EUREKA DAY 
IN SCRANTON 


by Henry Hoke, Jr 


Business anniversary parties rare- 
ly produce much to talk about. But 
the one we attended September 22nd, 
in Seranton, Pennsylvania 
knockout . . . from a couple of an- 
gles. The occasion .. . the 50th An- 
niversary of Eureka Specialty Print- 
ing Company. 

Want to tell you first about some- 
thing new. During the plant tour. 
A. K. Howes (Assistant to President 
James H. Dunham, Jr.) pulled me 
aside to tell me about a new machine 
they about to introduce. It's 
called .. . a Mailaid Label Applica- 


tor. They've been working on it for 


was a 


aie 


years and have come up with some- 
thing that will label anything from 
a 3” x 5” card to an 11” x 14” en 
velope (up to a quarter of an inch 
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NOW READY 
FOR YOUR— 


THE BRAND NEW 


TABLE OF 


giass packers, freezers 
food packer alpha- 

with names & titles 
packed, brand 


I. Lists canners 
dry & specialty 
betically by state 
of officials, products 
names, branch plants 
II. Classified list of 
packs names of companies 
each product 
Ill. Brands and 
betically—name 
tributor brands 
IV. Wholesale 


individual food 
packing 


listed alpha- 
user, dis- 


labels 
of owner & 


grocers, chain whole- 


S48 PAGES 


FOOD PRODUCTS DIRECTORY 
Room 740 

Miller Freeman Publications 
121 Second St., San Francisco 5 


Send us postpaid the U. §. FOOD PRODUCTS 
DIRECTORY for FREE examination. After 
10 days we will remit $15 on your invoice 
or return the directory for full credit 


50 or 50,000 LETTERS 
TYPEWRITTEN LETTERS 
Individually typed in quantity 
CARLSON AUTOMATIC 
TYPEWRITING SERVICE 


3744 N. Clark St Chicago 13, 
Phone: EAsigate 7.54% 


| Ed Walker of 
KOZAK says of 
an AHREND 


letter: 

“You wrote the best j 

letter we ever had 

for the specific pur- | 

pose of selling at- ) 

torneys at law.” 

Other Ahrend clients report 

equal success with Ahrend | 
mail advertising programs 

directed to 

4 


wholesalers, retailers, 
men and housewives. 


manufacturers, 
sales- 


What's your specific 
problem? Let Ahrend 
help you increase your 
returns! 


j AHREND ASSOCIATES 


254 West 54th Street 
New York 19, N. Y. 
JUdson 6-2547 


10 day FREE examination 
1955 FOOD PRODUCTS DIRECTORY 


THE BLUE BOOK OF FOOD PACKERS & DISTRIBUTORS 


CONTENTS 


salers, distributors & jobbers, export- 
ers & importers, frozen food wholesal- 
ers—each category listed separately, al 
phabetically by state 

V. Brokers & Sales Agents 
products sold, labels owned 
betically by state 
Machinery manufacturers, jobbers 
and distributors; packaging equipment 
& supplies; materials handling equip- 
ment; power transmission equipment, 
pipes, valves, fittings, traps; special 
services 


$15 POSTPAID 


types of 
apha- 


name 


company 


address 


state 


Henry Hoke Direct Mail Library 


yle ble 


The Reporter, Garden City, N. Y. 


198 


elementary’ no, 


MULTIPLEX! 


SIX MAILINGS AT THE COST OF 
ONE ADDRESSING ON 


MULTIPLEX 


carbon interleaved mail address labels. 
A bonus of 5 extra addressed sets is 
yours when you address on MULTIPLEX 
Each label is 1” x 2%". And remember 
that there is a plus economy of typing 
time in having 33 on a poge. 

Send for samples, testing kit and prices. 


allen hollander co., inc. 


Dept. 8-11, 385 GERARD NEW YORK 51 
MOTT HAVEN 5-1618 
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Then you'll want to get the focts on our kind 


of Soles Letter —with the built-in reply cord. 


You'll be joining a mighty impressive list of 
bive chips, too, who've learned that the 
built-in reply cord boosts responses, 
lowers selling costs! 


One-stop service for creative printing 
and mailing saves your time— keeps you busy 
planning instead of just picking up loose ends. 


Why not send now for more information and 
samples of recent successful promotions? 


SALES LETTERS 


148 W. 23rd New York 11 
Telephone WAtkins 99-6028 


Psst! Get an AdverKit! 


Plan colorful campaigns from an idea- 
packed portfolio of over 100 direct mail 
samples. 


Create action-getting, b t-of-industry 
mailing pieces from o new selection of 
Jumbo Cards, Flash Bulletins, Cartoon 
Letterheads, Eye-Stopper Envelopes, and 
Gimmick Mailings. 


Mail $2.00 for your AdverKit—refundable 
on first order. 


AMERICAN MAIL ADVERTISING 


INCORPORATED 
610 Newbury Street, Boston 15, May. 


Tel COmmeonweolth 6.7540 


| 


thick) from 33-on sheet labels or 
from a roll. The machine auto- 
matically slits perforated 33-on-a 


sheet, then applies the labels from 
slitted sheets at the rate of: 
8500/hour for 3 x 5 cards 


5500/hour for No. 10 envelopes 
1500/hour for Il x 14 envelopes. 


Mr. Howes says opera- 
tion is easy only four adjust- 
ments: will handle envelopes; the 


Mailaid Labeller will be leased for 
about $50 a month: it will mark- 
sense and detect blank or bad labels. 
Something to investigate. Write Eu- 
reka at 558 Electric Street, Scranton. 

The party itself was well run. Out 
of town guests were housed in two 
Seranton hotels, the night before, 
ready to take scenic and coal mine 
tour Thursday morning. After sight- 


seeing, buses returned guests to 
Cham be r-of-Commerce luncheon, 
where several hundred Seranton 


businessmen joined the party to pay 
respects. No long speeches . . . not 
even from humble, overwhelmed 
President Dunham. But we did get a 
quick picture of how the 600-em- 
ployee Eureka plant contributed to 
Seranton and American business. 
After lunch . . . to the plant . 
a tour... and we saw the enormous 
operation which: 
1. Converts 10 carloads of paper a week. 


2. Produces billions of retail trading 


stamps. 
seals of TB, 


seasonal 


Produces fund raising 


Crippled Children, ete., and 


gift wrap seals. 


. Produces Dupli stickers . . . the 33- 
on a sheet labels for Direct Mail use. 
(Reason for interest in developing the 
Mailaid Label Applicator). 


In an atmosphere of flowers, 
punch and a brand new office, guests 
were personally introduced to Presi- 
dent Dunham, then, in groups of & 
or 9, escorted from department to 
department by well-informed, 
saged office gals who introduced us 
to each department head throughout 
the plant. Very impressive . . . the 


cor- 


treatment and the enormous facili- 
ties. 
At 4:30, we were returned to 


hotels to freshen up for cocktails at 
5:30 at the Casey and dinner for 
700 at the Masonic Temple. And 
such a dinner . no long speeches, 
watches for twenty 40-year employ- 
ees, pins for 57 who have been with 
Eureka for 25 or more years. A steak 
dinner (with anniversary designed, 


NEW MAIL AID LABELLER 


two-color ice cream) and a Broad- 
way floor show, wound up a won- 
derful day. 


Tell you all this . . . for a well 
planned, well run, well attended An- 
niversary party can be an unbeatable 
turn of public relations. For you, as 
it did for Eureka, such a day can be 
an eye-opener for customers, a pow- 
erful moral builder for employees, a 
real boost for community relations, 
and a natural for the press. The An- 
niversary Committee headed by sales 
manager, J. W. Young, should now 
sit down and write a book. They'd 
sure know what they were talking 
about. 


As a matter of fact, a book was 
written . their 50th Anniversary 
brochure . . . Yesterday, Today and 
Tomorrow. Write for a copy. A 
good job. It was mailed to all who 
attended the party after the party. 
A nice touch. Much better than hav- 
ing them tossed around during ex- 
citement of banquet. And another 
example of the careful planning and 
good thinking that went into the af- 
fair. All deserve a lot of credit. 


UNORDERED 
MERCHANDISE 


In spite of all the negative pub- 
licity, unordered merchandise 
schemes continue. We recently re- 
ceived a complaint from a Reporter 
reader outlining, in detail, the steps 
in one unordered merchandise opera- 
tion. Without revealing the name of 
the complaintant or the culprit, we 
are printing the seven steps and the 
opinion of the recipient. 


No. A folded post card, onc thon of 
which consists of a business reply card, 
with the following message on it-—“Unless 
you mail back the attached card now 

Your new 1954 samples 
will come in the mail Early in June!” 
This card was received on May 20th. No 


reply was sent. 
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ae one of your headaches? 
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All AdverKit items created ond pre- 
printed by American Moil Advertising. 
Your sales message easily edded wsing 
any office duplicator. 
|| 


No. 2. On June 16th a carton containing TENSIO 
4 sample box assortments of 4 
arrived together with descriptive literature. 
order blanks, and an offer for obtaining 
six additional sample assortments. 
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Vo. 3. A post card follow-up (telegram 
format) was received on August 10th re- 
minding us that we had not yet sent in 
the discount certificate worth 75¢, ete. 
Vo. 4. On September 13th a post card 
follow-up was received carrying an offer of 
250 Personalized Stickers—-FREE—if an 
order for is sent by September 30th. 
Vo. 5. On December Ist came another 
post card follow-up. | quote one of the 
paragraphs: 


“BUT if you are NOT going to sell or 
use for yourself the samples you noun 
have—then PLEASE, in fairness to some- 
one who does need them so much, return 
them to me now. | WILL GLADLY PAY 
THE POSTAGE. 


Vo. 6. Just before Christmas a third class 
printed letter arrived. Here are two 
paragraphs from that letter: 


‘He doesn't have time to open them all... 
+» just the ones that catch his eye!” 
“This is not the season to ask you again 
about an unpaid bill, That has been done 
through the business departments of my 
Company. But perhaps, like many of us, 
you want to make the good resolution to 
gather up as many loose ends as possible 
hefore the New Year begins 
1, too, am trying to close my books for 
the year. If they are correct, and the en- 
closed semple-payment is still ‘unfinished 
business’ for your year of 1954, won't you 


include it in your good resolutions nou TENSION ENVELOPES-TENSION ENVELOPES -TENSION 


For envelopes that get attention .. . 
see Tension! Call or write 


“TENSION ENVELOPE CORPORATION 


WEW YORK 36,6. Y. 522 Fifth Avenue DES MOINES 14, 1917 Grand Avenue 
ST. LOUIS 10, MO. 500) Southwest Ave. MANSAS CITY 6, MO. © 19th & Campbell Sts. 
MINNEAPOLIS 1. MINN. © 129 North 2nd Sr. FT. WORTH 12, TEXAS 5900 East Resedole 


gO TSANG NOISN 
Lo 
PES-TENSION ENVELOPES-TENSION ENVELOPES -S3d0134 
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Vo. 7. On April 8th another third class 
printed letter arrived together with a 
statement form (copies attached). Note 


paragraph 2 of the letter. The fact of the Hand-Lettering Hold Up That Mailing 


matter is that ne one in our organization 


has ever taken orders fo assort- 
‘But the is the FILM ~Until You Read This Report ! 


form which carries the following: 


w wey 


All styles. No minimum. No “extras.” la edvence of 


BALANCE NOW PAST DUE. | 24 hour service—delivery anywhere in USA. ; nd ) N 
Order from Style Book DM free on request. 


The initial scheme of placing the ad- 
dressee under “obligation” to return the Film Lettering Division 


business reply card “or else” receive the RAPID TYPOGRAPHERS, Inc. 


samples is bad enough, but the statement 
form using such terms as PAST DUE and 305 East 46th St, New York 17 


SENT ON APPROVAL AT YOUR RE MUrray Hill 8-2445 
QUEST is in our estimation an unfair 
trade practice and we firmly believe that 
appropriate steps should be taken to stop 
such methods. The recipient of unordered 
merchandise is under no obligation to pay 


for same or return it to the sender. ’ fsten 
We would be glad to hear from Just 
others who have similar complaints. 


Our correspondent believes that such CA R R '§ J U M B ° 
practices place all direct mail users FLASH CARDS! 


in a bad light. We are inclined to 

eee ore big 5” x 7” moiling cords-in 24 different multicolor 
border designs. We preprint in quentity to get ing 
low cost. You imprint messeges to get terrific impect. 
Write for FREE design cotelog ond somples. 


The CARR Ongantzation 


1319 M. THIRD ST. MILWAUKEE 12, WIS. 


RE. Milwaukee Wis 


Dept 


SEND SAMPLE FLASH CARDS TO 


THE CARR ORGANIZATION 
1319 N. 3rd St. 


Name 
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“Reading maketh, ete 

Let's talk about recharging the men- 
tal battery. It's something a copy- 
writer has to do continuously. Writ- 
ing direct mail copy is a drain on the 
imagination. Your mind needs re- 
charging just as much as the battery 
of your car. 

When you feel you're going stale, 
what do you do about it? Walk away 
from the job. Take a “breather” and 
let your sub-conseious work while 
you play. But more is needed. You've 
got to keep pumping your head full 
of thoughts and ideas. Let them 
churn around and settle in your sub- 
conscious, ready to come to your aid 
when you sit down to write a piece 
of copy. 

One of the best ways to do this is to 
read, 

You may not realize it, but there is 
an unusual amount of helpful, inter- 
esting, vital information about direct 
mail copy available to you. 

For the edification of my congrega- 
tion, here are some of the books I’ve 
found valuable. | can’t see how any- 
body who writes copy can possibly 
do his best job without reading and 
re-reading Claude Hopkins “Scienti- 
fie Advertising.” It's a small book. I 
have it on the shelf in front of my 
desk. [| must have read it 25 times. 
| expect to read it every month as 
long as | live. It's basic. 

Then there's “The Technique of 
Clear Writing” by Robert Gunning. 
Read it when you have trouble clear- 
ing up a sentence or a paragraph. 
Absorb what Gunning has to say 
about “foggy” writing. It'll help you. 
And now Bob Stone is out with a 
new book “Successful Direct Mail 
Advertising and Selling.” It's chock- 


“Reed-able Copy” 
A Clinic, Conducted by OwillZ Red 


ful of inspiring stuff. Among other 
things you'll find excellent examples 
of “leads” and how to write the “of.- 
fer” in a mail order letter. A great 
thought-starter book. 

recently ran across “A Writer's 
Notes on His Trade” by C. E. Mon- 
tague, an Englishman. | recommend 
it highly for its style as well as con- 
tent, 

You've got to keep pumping ideas 
into your mind if you expect to 
siphon them off. 

Whenever you get an opportunity 
listen to talks on advertising. From 
every one you'll get an idea or two. 
Make mental notes or even pencil 
Keep them handy. Dip into 
them when ideas come slowly. 

Talk to people. If you take a “coffee 
break” in the morning, engage the 
fellow sitting next to you in conver- 
sation. Try to get under his skin. 
Probe for something you know he’s 
interested in. Then talk about that. 
Watch him expand. Listen to him 
talk. Note his reactions to what you 
have to say. 

Your job is to appeal to people. 
Every conversation you hold con- 
tains an idea you can use in your 
business. 

1 understand the DMAA has a list 
of books on advertising it will be 
glad to send to any interested per- 
son. Why don’t you get this list? 
Buy the books. Keep them handy. 
And when you feel yourself running 
dry, dip into them. You'll be sur- 
prised how they'll take you out of 
the mental doldrums. 

D. (Doug) B. Mahoney, erudite Ad- 
vertising Manager of Frank W. Hor- 
ner, Litd., Montreal, Canada, has 
some choice words to say about ap- 


notes. 


pealing to professional men. His job 
is to promote pharmaceutical prod- 
ucts. | quote: 

“We feel that too many advertisers pussy 
foot when plying a professional group by 
mail. They court mediocrity by submis 
sion to this fetish: ‘A professional man 
is offended by mailings that don't get 
down to his business at once in his own 
special language.” 

“Horner views the physician as a flesh 
and blood human with emotions. His un 
usual wey of life dees not seal him off 
in an emotion-proof compartment. When 
it rains he gets wet. He has kids and 
loves them. Reads the papers, likes jokes, 
animals, good books, art and music 

We must wrench his mind from what it's 
on, to what we want it on. 

“We believe this can be achieved by a 
piece that hits first at the human; that 
erupts out of the pile with warmth, humor, 
whimsy, or pure crash. Having stirred an 
emotion we meet the reader on ground 
common to both of us. 

“We avoid the cut-away kidneys, serate!- 
board hearts, and ponderous prose 
make up so much of his pharmaceutical 
mail. Our technical story is held until 
he is hooked and ready to read. 

“When one of our products can stand 
humorous treatment, that’s what it gets. 
Three of our items are getting it now. 
None, of course, is prescribed for a ser- 
ious ailment. But tonics and vitamins can 
be comical. 

“There's no escaping some fairly tough 
terms in our business. Beta dimethylam- 
inoethyl benzohydryl ether 8 chlorotheo- 
phyllinate is the name of one drug. We 
try to soften the blow of these words by 
seeking short ones to go with them. We 
use sentence fragments, telegraphic style. 
Coin words for long ones and shove them 


into footnotes. Anything we can do to 
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“Sources 
Compiletion 


addressing’ 
typewriter 
Selection by 
Geographics? 
Geographic Selection: 
Yee 


luded. 
duals are inc phically- 
1. Only completely filed 


the rvices, 
omplete run of pusiness 
ac Pp 1 products. 


bin Street 
North Sire 


* Freapo" 


Here Are Some Of The Many Other 
Lists We Compile Regularly... 


1,081,000 Rated Business Firms 90,000 Accountants 
137,000 Rated Manufacturers Newly Promoted Executives: 
123,000 Rated Wholesalers 55,000 1954 
84,000 Rated Contract Construction Firms 40,000 1955 
596,000 Rated Retail Firms 19,000 Presidents 
85,000 Rated Business Firms in Canada 15,000 Treasurers 
139,000 Rated Corporations 21,000 Sales Managers 
114,000 Branch Offices 14,000 Purchasing Agents 
65,000 New Business Firms (organized—1955) 50,000 Lawyers in Individual Practice 


On Lists Containing Firm Names Only, We Will Type An Appropriate Title 
As Part Of The Address At No Extra Charge. 


= CREATIVE MAILING SERVICE, INC. 


460 N. Main St. @ Freeport,N. Y. @ FReeport 8-4830¢ 


members of local Chambers of Commerce: care 
fully built from the most recent membersh4p 
It unusual list in several respects! 
3, There are no 4 
coureging - | 
Initiel tests of this list have been be en 
wepaper » after careful testing, | 
tests look promising - 
books, 
% 


There’s only 
One 


DICKIE- 
RAYMOND 


DIRECT ADVERTISING 
and 
SALES PROMOTION 
for 34 Years 


Planning 
Writing 
Production 


470 ATLANTIC AVENUB 
BOSTON 


225 PARK AVENUE 
NEW YORK 

109 CHURCH STRERT 
NEW HAVEN 


for less than 


Crocker’'s 
Mirro-Krome postcards 
In full natural color 


Equally effective for initial promotion, 
follow-up merchandising or ‘‘remind- 
ers,"’ these sparkling postcards qual- 
ify on all points: 
Quality—Prize-winning. First award 
in the 1954 National Lithog- 
raphers Assn. competition. 
Price-—LESS THAN 1\%¢ APIECE. 


Additional information, samples and prices 
from your nearest H. S. Crocker office. 


H.S. CROCKER CO., INC, 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 2030 &. 7th New York, 23 E. 26th Sr. 
Baltimore, 1600 S$. Clinton 


Dept. 


Make It Long Enough 


Have you seen Schwab & Beatty's 
advertisement entitled “How Long 
Should an Advertisement Be?” If 
you haven't seen it, get a copy. It 
makes good sense. 

In case you never get around to see- 
ing the original, here’s a comment 
worthy of your attention: 


“Criticism of an unsuccessful ad- 
vertisement is based generally on 
headline, layout, art work, theme, 
quality of copy, media used—but 
almost never on having too little 
copy.” 
How true that is. When an adver- 
tiser comes to me for a copy job, in 
9 cases out of 10 he'll say “Keep 
the copy short. People won't read 
long letters.” Nothing could be fur- 
ther from the truth. 


Going over a test made by a prospect 
selling a houseware item by mail, 
two letters were spotlighted. One 
was a one page letter and the other 
almost two pages long. The 2 page 
letter outpulled the | page letter by 
a wide margin. It wasn’t the length 
of the letter that made the differ- 
ence. In analyzing the 2 pieces of 
copy, | found the 1 page letter, in 
order to be brief, left out 
sential—it failed to quote the com- 
plete price. Believe it or not — it 
told of the time payment plan, ex- 
plained that the prospect could own 
the item by paying only $4.50 per 
month, but didn’t give the total 
price. The prospect had to do a lot 
of mental arithmetic to find out how 
much the item was costing her. Evi- 
dently she didn't put herself out to 
do it, 


one e€s- 


The longest letter used wordage to 
convince the prospect that the price 
was a real bargain. It also explained 
the generous time payment and how 
it wouldn't put any strain on her 
household budget. 

About the only thing that can be 
gleaned from this is a letter should 
be long enough to tell all the facts, 
and not put any burden on either 
the imagination or time of the 
reader. 


Tough To Sell 

You'll turn out better, more effective 
direct mail copy if you assume the 
following before you start: 

1. People are lazy. They don’t want 
to do any more reading than they 
have to. They think they're too 
busy and won't take the time or ex- 
pend the effort to dig out of your 


copy the things about your proposi- 
tion that will benefit them. 

2. People have limited vocabularies. 
Long words may impress them but 
not impel them. 

3. The people on your list are not 
in the least interested in your prod- 
uct—how it was made or whether 
the founder of your company wears 
a long gray beard, or parts his hair 
in the middle, or has spent 50 years 
learning the business. 

4. Every piece of copy you write is 
an intruder—it takes time the pros- 
pect doesn’t want to use reading 
what you have to say. He'd rather 
pass it up than read it. 

5. The prospect who reads 
copy isn’t capable of deductive rea- 
soning. He acts on impulse, or when 
his emotions are stirred, or when he 
is convinced of a_ self-benefit. 

All of the above may not be true. 
But you'll write more productive 
copy if you assume they are. Look 


your 


upon everyone who gets your direct 
mail as a hard nut to crack. If you 
do you'll get into your copy things 
he'll understand and that will move 
him to respond to what you've writ- 
ten. 


—the last word in paper type 
for offset reproduction. 


SETS EVERYTHING 


Anyone can set headlines and body 
text for ads, printed pieces of all 
kinds. 


QUICKER, EASIER 


Presto Type comes on wooden 
holders . . . sets by eye—no opaquing 


between characters necessary. 


COSTS LESS 
Complete fonts from 
$2.25 to $11.25 
WRITE FOR 
CATALOG 
Showing 
300 Type Faces 


PRESTO PROCESS CO. 
243 N. WATER STREET 
ROCHESTER, N.Y. 
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{ correspondent asked: “What 
makes a successful mail order man. 
Is it the ability to work hard, or is 
it the ability to create?” So I an- 
swered as I do all questions 
from the depths of mine own ignor- 
ance. The world appears to be divi- 
ded between the laboring clods and 
the creators. There is, however, a 
strange existence amid the swirling 
mists wherein dwell those who do 
not have the courage to toil nor the 
ability to be fully creative. This land 
of limbo is the plac e of the dream- 
ers. It lies not within the ken of 
man but is rather in that yet to be 
discovered plac e. the lair of the soul. 
During the hours of worldly life, 
the dreamers imitate the crawling 
activities of the clods and the build- 
ing of the creators. Yet actually 
there are better workers and _ better 
designers. Those who live within 
themselves in the world but not of 
it, the somnolent ones, the dream- 
ers: they are your successful mail 
order men. If they make money the 
world acknowledges this by classify- 
ing them as “a hard working guy” 
or “a genius.” But it is not so. The 
successful mail order man is a 
dreamer, who has seen his dream 
take tangible form. 


1s proof of the above, look at 
Dave Margulies, the boy wonder who 
sold a million garlic presses and 
whose Around-The-World Shoppers 
deal is so successful that somebody 
is suing him (and his associates) for 
close to $2,000,000, Dave isn’t satis- 
fied to just peddle merchandise—no 
sir. He is now the proponent of a 
plan being given close study by The 
United States Department of Com- 
merce and The State Department for 
furthering cottage and other small 
industries in backward countries. 
This plan, if adopted, would do more 
to promote good will for the U. S. 
than millions in direct aid. As far 
as I can see, there isn’t a dime in it 
for Dave, yet he is spending lots of 
hard cash to push it for Dave, see 
what | mean by the dreamers? 
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My Mail Order Day 


4 By Jared Abbeon 


Radio Corporation of America 
turned down one of my code name 
requests to be put on one of their 
house organ mailing lists. However, 
their form letter of rejection was so 
nicely worded that my code alter- 
ego didn’t feel at all hurt. Yea, ver- 
ily my brothers, it is still true that a 
soft answer turneth away wrath. 


Letter of the month: 
Gentlemen: 


Your sales operation using direct sell 
ing methods is of great interest to us. The 
fact that you are so successful shows that 
you have studied this type of selling most 
thoroughly and have become most expert 
at it. We can’t help but admire the ex 
cellent job you are doing: yet we can't 
help but feel that our product would 
make your sales program even more suc 
cessful... 


And on and on. Roll up your pants 
legs boys and break out the shovel. 
The stuff is getting higher and high 
er. This letter was sent to one of my 
dummy names, in this case a cor 
poration that hasn't made its fran- 
chise tax of $25 in the last three 
years, much less be “so successful.” 
Anyhow, the coded address shows 
they picked up the dummy from a 
directory. So the whole thing reeks 
of insincerity 


At last, an intelligent man! Wanted 
to go into the mail order business; 
but before he plunged, he asked a 
man who was the executive V.P. of 
a million-customer mail order house 

_ and also affiliated with another 
company, which if it doesn’t have a 
million customers, must have darn 
neatmit. The wise expert said: “. .. 
great majority of people in mail order 
today are running their businesses as 
a hobby and usually at a substantial 
loss each year just about im 
possible to make a profit in mail 
order today.” So, the intelligent man 
not wishing to abandon lots of plan- 


5! 


That Production 
Manager should get 

to know us, Color 
lithography by 
Meehan-Tooker 
eliminates crises before 
they start. When we 
make a promise—P M's 
know they will have the 
job on the date 

specified, Our record of 
“Promise Performance” 
is unbroken, 


Ask Anybody about 
color lithography by 


Meehan-T ooker Co., inc. 


160 VARICK STREET, NEW YORK 13 © AL 5-3260 
®@ Folders @ Direct Mail @ Booklets @ Displays 


qn you sell by mad 
here’s a tip from the 
experts to profit by... 


Many of the country’s most success- 
ful mailers (large and small) ask us for our 
list recommendations before making up 
their test schedules. They know from expe 
rience that we can help them obtain the 
most responsive lists for their direct mail 
offers 


This same service is yours FREE for 
the asking. Simply return the coupon below 
and we will send you complete details about 
the lists which we believe will bring you the 
best results 


CHARTER MEMBER 


PHONE National Council of 
ORegon 7-4747 Mailing List Brokers 


Fert eet 


MADDERN, inc : 
215 Fourth Avenue, New York 3, N.Y 
Please send ws complete details about more 
responsive lists fer our divect mail or mail 
order 
q Sem 
‘Compony 
Offer $ 
Address 
Gry lone Store 


: 
Please 
3 
* 
crisi$ 
at) 
imal” 
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T 
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PHOTO-ENGRAVERS 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 
In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques. 

Why not call for one of our rep- 


resentatives. 


INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM ON PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


P. 4 A copy of ‘The 
Art and Technique of 
Photo Engraving’ will 
aid you with your pro 
duction problems. Send 
$2.00 for revised and 
enlarged edition. 


HORAN ENGRAVING CO., INC. 


44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 
Branch Off: Neweork, Allentown, Pa. 


ADDRESSING 
MACHINES 


offer you the only competition 
you can find in the Addressing 


Machine industry. 


Consult your yellow telephone | 


book or write to The Elliot | 
Addressing Machine Co., 
127 Albany St., Cambridge, 39, 


Mass. 


ning, wrote me an intelligent two page 
letter: “Would you spend the next 
three or four years trying to establish 
a specialty mail order business with 
the idea of making it a lifetime car- 
My two-page answer boiled 
down to the point that he was lucky 
to meet the wise old expert who I 
don’t know except by reputation and 
he got the straight answer. The pro- 
duct is the thing—no product, no 
business. 


"79 
eer? 


7 
As space permits A half dozen 
more of these “Engraving Charge” 
publicity outfits have started up. 
There seems to be no end of these 
rascals. Only hope seems to be for 
them to collapse of their own num- 
bers.—That guy in Mass. is at it 
again, now sending out a_ postal 
headed “OVER $3,000.00 MONTH- 
LY, NET PROFIT”, as the man on 
the T.V. says. “One of these days.” 
and when they do I'll help drive the 
nails.—-Post Card. “You have been 
selected as one who is generous and 
kind...” Not that dummy address. 
Try one of my other dummy’s—The 
Magic Gizmo Card of V. Tissman 
Co., Printers 220-40, 73rd Avenue, 
Bayside 64, New York is a Jim 
Dandy Attention getting direct mail 
enclosure. It is a single playing card 
with the message on 
side, enclosed in an envelope. “Name 
any card, any card at all in a deck 
of 53 playing cards and it will be on 
the face of the card in the envelope.” 


senders one 


o 


Sight’n Sound Enterprises, 22 
Reade Street, New York, N. Y. is 
putting out a postal card with a 
phonograph record on it—mighty 
effective. Man sends scribble in 
pencil—“Sirs, Selling info and new 
invention submission form please. 
Worth Millions ete”, | always feel 
sorry for these people that can’t read 
or write but insist on offering their 
ideas that are invariably “Worth 
Millions”. Even if that one in a bil- 
lion chance they had something their 


illiterate presentation would kill 
their chances of a hearing.—Stacks 
of offers in from Germany and 


Japan. I hate to say it but those 
folks are more on the ball, and much 
more eager to cooperate in develop- 
ing items than our own U. S, manu- 
facturers. Lottery Tickets in the 
Mail from British West Indies, will 
skip this offer as a quick peek into 
my wallet shows a round dozen dif- 
ferent drawings now reposing there- 
in. What am I going to do with 4 
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Cadillacs?—Oh well maybe I won't 


win them all.—One prominent M.O. 


House that went BUST over the 
summer is now reorganized on a 
cash basis. Can't figure why they 


went over the dam, they offered the 
same stuff everybody else did 
Some of the local P.O.’s idea of 
what a 3547 is would cause a head- 
ache in a marble statue, much less 
the poor girl we have checking our 
files—One chap just rented our mail- 
ing list for the 15th time this year. 
That is well over $2,000 income 
without us lifting a finger. No won- 
der we love the list brokers. 


PHOTO DEALERS GET 
DIRECT MAIL HELP 


Bell & Howell Co., 7100 MeCor 
mick Rd., Chicago 45, IIL, has pub- 
lished a new booklet for photogra- 
phie dealers, showing them how to 
get the most out of direct mail. The 
photo equipment manufacturers will 
send the booklet to retailers as part 
of a new direct mail plan, giving 
dealers a bigger stake in overall. 
planning. 

Sales promotion manager Maxwell 
Sroge says the new program is a 
“first” in the photographic industry. 
It will slant a double-barreled direct 
mail campaign to new prospects, as 
well as keep present customers 
“shooting” with the company’s stereo 
and movie cameras. 

Four seasonal mailings have been 
designed to uncover new prospects. 
They feature the complete Bell & 
Howell-TDC line, with dealer's choice 
of one of three special retail offers 

. tailored for his own operation. 
In addition to new prospect mailings, 
BSH is broadening editorial cover- 
age of its quarterly consumer maga- 
zine, Panorama, reaching a quarter 
of a million photography fans. For- 
merly devoted to movie making, the 
magazine will now include news 
about slide and stereo photography 
as well as tape recording. Dealer 
identification imprint will be moved 
to the front cover, with back cover 
now devoted entirely to dealer's 
choice of four retail ads. 

Dealers will get other help to tie 
in with B & H's direct mail program 
. . « including newspaper ad mats, 
window streamers and display hold- 
ers for Panorama. The booklet will 
tell dealers about how direct mail 
can their business how 
they can operate a successful direct 
mail program. 
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Rates $1.25 per line (75¢ Situation Wanted) Minimum 4 lines 


CLASSIFIED 


ADVERTISING 


ADDRESSING PLATES 


if you use 
ELLIOTT-type STENCILS 
and want to REDUCE COSTS 
Box 111, Reporter, Garden City, N. Y. 


ADVERTISING AGENCIES 
For pulling direct selling mail order advertis- 
ing campaigns in newspapers, magazines, 
trade papers, consult Martin Advertising 
Agency, 15 E. 40 St., Dept. 33A, N.Y. LE 2- 
4751. Est. 1923. 


ART FOR OFFSET PASTE-UP 
Choose from more than 10,000 block and 
white drawings. Just clip and poste. Costs 
pennies—that’'s all. Write for actual sample 
“CLIP BOOK” and full details. Horry Volk 
JR. Pleasantville 24, N. J. 


BUSINESS OPPORTUNITIES 


OPPORTUNITY established service 
club organization, gazine and supply de- 
partment. Entirely direct mail. Sound princi- 
ples and program; international; thousands 
of members; operating under copyrights and 
patents. Transferable to any address; present 
officers will assist; excellent opportunity. 
Sacrifice at $3000. Mfgr. business forces 
sale. Write the Reporter, Box 116, Garden 
City, N. Y. 


to own 


Direct mail executive or salesman can be 
come partner in a So. Calif. printing and 
mailing firm under extremely 
financial arrangements. Elder partner wishes 
to retire gradually. Own building, booming 
city (mot LA) in center, of recreational and 
industrial developments, 
sunshine and arranges! Other partner (early 
forties) is production and typographical 
chief. Opportunities unlimited. Box 1110, The 
Reporter, Garden City, N. Y 


pleasant 


equitable climate, 


EQUIPMENT WANTED 


Meter Mailing Machine. 
Also Folding M.. es. Give age, model, full 
particulors. A. Edwards, P. O. Box 118, 
Charlottesville, Virginia. 


Automatic Pos 


GRAPHOTYPE, model 6341, new in original 
case. All caps. Bargain. HARRY J. ABRAMS, 
124 L St. N.E. Washington 2, D. C. 

Inserting and mailing machine. State best 
price & Condition. Winfield Mfg. Co., 61 N. 


Front St., New Bedford, Mass 


AS REQUIRED BY LAW 


Statement of the Ownership, Management, 


Cire ulation, recuired hy the {cts of 
Congress of Aueust 24, 1912. and March 
§, 1933, of THE REPORTER of Direct 


Vail Advertising 


Published monthly at Garden City 
York, for Otcober, 1955 
State of New York, County of Nassau, SS 

Before me, a notary public in and for 
the State and County aforesaid, person- 
ally appeared M. L. Strutzenberg who 
having been duly sworn according to law 
deposes and says that she is the Business 
Manager of the magazine, The Reporter 
of Direct Mail Advertising and that the 


New 


following is, to the best of her knowledge 
and belief, a true statement of the own- 
ership management, et« 
publication for the 
caption, 


of the aforesaid 
shown in the 
the Act of 


date 


above required by 


NOVEMBER, 1955 


HELP WANTED 


APPAREL 
ADVERTISING MAN 
Should be experienced in 
Creative Direct Mail Advertising 
in the Apparel field, either 
direct-to-consumer or to 
retail trade. Permanent position 
with opportunity for odvancement 
with the leading company in 
its field. Write full details of 
experience and background. 
Address Arthur Politz, President 
ENGLISH-AMERICAN 
TAILORING COMPANY 
Baltimore 3, Md. 


Challenging opportunity with an expanding 
Sales organization 

Industrial sales organization, located 26 
miles west of Chicago, has position open for 
direct mail circulation manager. Should have 
6 to 8 years experience in direct 
including writing effective copy, list selection 
and production. Participation plan. Initial 
salary dependent on proven record and ex- 
perience. State resume’ of personal data, 
qualifications, etc. 

Replies kept in strict confidence. Write The 
Reporter, Box 117, Garden City, N. Y. 
YOUNG MAN able to create ideas, do 
rough layouts, write sparkling copy, fol- 
low through on production, with ability to 
work hard and fast, plus advertising or 
direct mail experience, wanted for permanent 
job with Catholic international organization 
in Westchester County. Salary on par with 
NYC. Send resume to The Reporter, Box 114, 
Garden City, N. Y. 


mail, 


CANADA'S BEST MAILING LIST 
250,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe's, St. Catharines, Ontario 


PHOTO OFFSET 


M-E-M-O TO 

DIRECT MAIL ADVERTISERS . . 

JOIN OUR OTHER SATISFIED 
CLIENTS IN YOUR FIELD 

LET YOUR OFFSET PROBLEM BE OURS 

For DEPENDABLE SERVICE 

HIGH QUALITY AT LOW COST— 

Call (N. J.) HUBBARD 9.9480 

ATCORD LITHO CO. 
12 Dyatt Place Hackensack, N. J 


1912, as amended by the Act 


August 24, 
of March 3, 1933, embodied in section 
537, Postal Laws and Regulations, printed 
on the reverse of this form, to wit 

1. That the name and address of the 
publisher, editor managing editor is 
Henry Hoke, 224 Seventh Street, Garden 
City, N. Y¥. That the name and address 
of the business manager is M. L. Strut- 
zenberg, 224 Seventh Street, Garden City 
= 


2. That the owner is: The Reporter of 
Direct Mail Advertising, Inc., 224 Seventh 
St.. Garden City, N. Y. The names and 
addresses of stockholders owning or hold- 
ing one per cent or more of total amount 
of stock are: Henry Hoke, president, 365 
Stewart Ave. Garden City, N. Y M. L 
Burfeind treasurer 06 President St., 
Lynbrook, N Henry R. Hoke, Jr, 
secretary, 17 Pell Terrace, Garden City, 
N. 

3. That the known bondholders, mort- 
gagees, and other security holders owning 
or holding one per cent or more of total 


MAILING LISTS 
FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
(Constantly Corrected) 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-Institutions 
® Choice of 350 Other Lists © 
“We Charge ONLY for Addressing’ 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 
STillwell 4.5922 


POSITION WANTED 
DIRECT MAIL ACE (free-lance), fine record 
on books, magazines, industrials, offers 
copy and advisory services to small pub- 
lishers, agencies, etc. Located NYC; out-of- 
town clients serviced by mail. Professional 
work, low fees. Write Box 118, The Re- 
porter, Garden City, N. Y. 


PROFESSIONAL MAILING LISTS 


Physicians Dentists Eye, Eor, Nose and 
Throat Specialists Osteopaths Optomer 
tists - Veterinarians. 


Rental on labels $10.00 per 1000. 
FRED FORREST, 431 lee Avenue, 
wood 22, Missouri. 


Kirk. 


SITUATION WANTED 


Sales Promoter with knowledge of mail 
pr ting campaigns wishes steady position 
with reliable firm where stability counts. 
10 yrs. practical exp. Will relocate. Write 
The Reporter, Box 113, Garden City, N. Y. 
Mail List Researcher seeks position with 


reliable firm. Has yeors of practical ex- 
perience. Will relocate. Contact for appoint- 
ment or letter of resume. Write The Reporter, 
Box 112, Garden City, N. Y. 


TYPE FOR OFFSET 
Save with FOTO-FONTS. Unit cost per font 
only 20¢1 Easy to set and align—sharpest 
reproduction. Free samples and details, A.A. 
Archbold, Publisher, Box 20740-K, Los Ange- 
les 6, Calif. 


WANTED 
A TIRED OLD MAN wants young ideas. 
Small food and gift mail order business 
offers part interest without investment to 


young blood with “something on the ball”. 
Write The Reporter, Box 115, Garden City, 
N. Y. 
Inserting Machine, 
Philipsburg 4 of 6 position 
Write Box 119, 
The Reporter, Garden City, N. Y. 


amount of bonds, mortgages or other se- 
curities are: Henry Hoke, president, 365 
Stewart Ave, Garden City, N. ¥.. M. L 
Burfeind, treasurer, 96 President St., Lyn- 


brook, N. Y., Henry R. Hoke, Jr., secre- 
tary, 17 Pell Terrace, Garden City, N. Y 
4. Paragraphs 2 and 3 include, in cases 


where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the name of the person or corpora 
tion for whom such trustee is acting; also 
the statements in the two paragraphs 
show the affiant's full knowledge and be- 
lief as to the circumstances and condi- 
tions under which stockholders and secur- 
ity holders who do not appear upon the 
books of the company as trustees, hold 
stock and securities in a capacity other 
than that of a bona fide owner 
L. STRUTZENBERG 
Sworn to and subscribed before me this 
jrd day of October, 1955 
Frances Mantel, Notary Public 
Commission expires March 30, 1956 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $15.00 PER YEAR. 


UNDER SPECIAL HEADINGS, $20.00 PER YEAR. 


ACETATE SHEET PROTECTORS 
A. G. Bardes Co., tne 437 N.S th St... Milwaukee 3, Wis. (88 2.3372 


ADDRESSING 
Active Supply 47.3! 36 St.. Long island City |, N. Y. (RA 99030 
Addresws-O Rite Srer & Mach. Co r W. 23 St... N.Y.C. 10 (OR 5-3240 
Ca A ly pew y Serv. 3744 N. Clark § | EA 7 54% 
Creative Mailing Service, |r 460 N. Main. Freeport, N.Y. (FR 9-243 


ADDRESSING MACHINES 
Addressing Machine & Equip. Co. 326 Broadway, N.Y. 7. N. Y. (HA 2.6700) 
Elliott Addr. Machine Co _155A Albany Cambridge 39, Mass. (TR 62020 
Mailers’ Equipment C« 40 W. iSth N. Y¥. (CH 3.3442 
Sever & Wallingford 143 W. Broadway, N. Y. 13, N. Y. (WO 40620) 


ADDRESSING — TRADE 
Beimar Typing Service. tlith St., Richmond Hill 8 N. Y. (VI 65322) 
Shepins Typing Service..68-1! Roosevelt Ave. Woodside, N. Y. (HI 62730 


ADVERTISING AGENCIES 
Ad Scrrbe ¢ Box 254. North Cantor b Tel: 9-2552) 
“American Direct 3.19 Venice Bivd 
Los Angele (OU 8.1305 
Martin Ad Age 4 SPA E 40 NY 6 (LE 2.475 
Rostam Advert ' rand, Kansas City 6, Mo. (HA 6469 


ADVERTISING ART 
A. A. Archbold, Publisher P. ©. Bow 20740, Los Angeles 6 Calif. (@! 9-9062 
Raymond Lufkir 116 West Clinton Ave. Tenafly. N. J. (EN 3-4860 
Traphus Art Stu mall Ads) 349 10th St.. Moline 


ADVERTISING BOOK MATCHES 


Match Corp. of America 48th Pi., Chi. 32. | (Vi 7.2244 
Universal Match Corp 150 ust § t Louis 3, Mo. (CH 1.3230 


ADVERTISING 
Gao. MceWeeney Co., 87 414 Camobe W Haven Conn. (WE 
Meinhardt, Ir he Chicago | JU 8.381) 
EAS MACHINE- ADDRESSING SERVICE 
Circulation A ip Séth St. 19 (JU 6-9590 
Globe Organization, inc ngton Ave N.Y.C 17 (PL 3.7998 
Hudson Fulton Mailing Service Broadway, N.Y. 7 (CO 7417 
AUTOMATIC TYPEWRITING 
Ambeuador Letter Serv. Co it Stone St.. N. Y. 4. N. Y. (BO 9.0607 
Margaret Mitchel! it Darina P Milford Conn. (MI 272-5800 
BOOKS 

Art & Tech. of Photo Eng. Moran Eng. Co. 44 W. 28. N.Y 1 (MU 9-8885 
224 7th, Garden City 


Direct Advert 


How To Think About Industr 


BUSINESS BRIEFS 
Wetmore & Co 1015 S. Shepherd Dr 


BUSINESS CARD SERVICE 
270 Lafayette St.. 12, N. Y¥. (CA 66340 


CATALOG PLANNING 
Catalog Planning Co 101 W. S5th N.Y. 19 (PL 7-1967 
George F. McKiernen & Co... 1066 W. Van Buren St., Chi. 7, (TA 9.2424) 


CHRISTMAS STATIONERY 
The Newbern Company 207 W. Main Si. Arlington, Texas (AR 5-2207 


CO-OP CARD — COUPON MAILINGS 
Roskam Advertising (Mail Order) 1430 Grand, Kansas City 6, Mo. (HA 6469) 


COPYWRITERS (Free Lance) 
Leo P. Bott, Jr 64 E. Jackson Bivd., Chi. 4, Il. (MA 7-9187) 
Gaylord Johnson 520 Fifth Ave.. N. Y. 36, N. Y. (MU 2-5844 
Orville E. Reed Stare & Howell, Mich. (Tel: 65) 
Rostam Advertising (Mail Order) srand, Kansas City 6, Mo. (HA 6469 
O. C. Shirey 0. M. Adv. 162! Conr v ) 4.3527 
Altred Stern 2 West ' 6 4562 
John Yeargein 442 East 20th St. N ‘ 74533 


DIRECT MAIL AGENCIES 
American Mail Adv. Newbury St 
Barbera Boynton & Staff 420 Marte! 
homer J. Buckley 0 
Chase & Richardson, inc 
Dickie Raymond, 
Dictie-Raymond, inc 1410 
Direct Mail Services 3398 
Duffy & Assoc Inc >t Wis 7852 
Genera! Office Service ‘ ' 8.5348 
Frederickt E. Gymer 1-4220 
Harrison Services, Inc Mi Medison Ave 9.1630 
Hickey-Murphy Div. of James Gray, inc. 216 E. 45 St., N.¥.C. 17 (MY 2-9000) 


Houston 19, Texas (LY 9126 


8. O. Hill, Ine 


2378 
8285 


470 Atlant 3360 


aeonnec 


64757 
1.9470 
5.8118 
8.4300 
9 6028 
4-155! 
27-8947 
| -6564) 
3 6545 


DIRECT MAIL CONSULTANT 
Lawrence Lewis & Assoc 175 Sth Ave., N. Y. 10. N. Y. (OR 7-6868) 
Edward W. Osann 175.35 88th Ave., Jamaica 32, N. Y. (RE 9%-2244) 


DIRECT MAIL EQUIPMENT 
merican Auto Typewriter Co., 2323 N. Pulaski R., Chicago 39, Ill. (EV 515!) 
H. Bunn Co 7605 S. Vincennes Ave., Chicago 20, Ill. (HU »-4a8) 
Wood Products Horne N 

ns Tying Machine Co. 335! N. 35th St... Milwaukee 16 Wis. (HI 5 
rting & Mailing Machines Co Phillipsburg, N. J. (PH 5-144!) 
na! Bundle Tyer Co Blissfield, Michigan (BL 162) 
matic, ine 310 N. tith St.. Phila. 7, Pa. (WA 2.4213) 


O Matic Machine Mfg. Co So. Hackensack, N. J. (HU 7.1490) 


DIRECT MAIL SUPPLIES 


Presto Process Co 243 N. Water Street, Rochester, N Y 


ELLIOTT STENCIL CUTTING 
Address-O-Rite Stencil & Mach. Co., Inc. 64 W. 23 St., N.¥.C. 10 (OR 5.3240) 
Clear Cut Duplicating Co 149 Broadway, N. Y. 6, N. Y. (WO 4-4457) 
Creative Mailing Service 460 N. Main St.. Freeport, N. Y. (FR 8.4830) 
Elliott Addressing Mach. Co. 117 Leonard St., N. Y. 13 (WA §-1371) 


ENVELOPES 
American Envelope Mfg. Corp....60 Beekman St., N. Y. 38, N. Y. (CA 6-7152) 
The American Paper Products Co East Liverpool, O. (FU 5-4240) 
Atlanta Envelope Co 1700 Northside Dr., Atlanta |, Ga. (EL 3686) 
Jones Co., Inc 60! W. 26th St.. N. Y. C. | (WA 4-4400) 
ston Envelope Co 397 High St sm, Mass., (FA 5§-6700) 
The Century Envelope Co... 50! Park Ave Minn. (‘GE 3663) 
Inc 98 Bleecker (SP 7-035!) 
2015 N. Hawthor os f 1. (ES 8-6214) 
460 Furman St., Brooklyn 2, N (TR 5-6285) 
Kingshighway, St. Louis 15, Mo. (EV 3790) 
Hartfor Conn. (JA 2-1221) 
(TA 5-2700 
(CO 7-3600) 
(NE 
(ST 8-2900) 
(CA 7-2400) 
‘ (HA 2404) 
Cleveland 14, O. (PR 1-3960 
Mo. (HA 0092) 
2.4644) 
84914) 
Transo Envelope Co 272 ° t $ ity 4.1587) 
United States Envelope Co Springfield 2, Mass 67211) 
United States Envelope Co 217 Broadway, N. Y., N. Y 7-5700) 
The Wol! Envelope Co 1749-81 E. 22nd St.. Cleveland |. O. (PR 1.8470) 
Wolf Detroit Envelope Co.....14700 Dexter Blvd.. Detroit 32, Mich. (DI 1-222!) 


ENVELOPE SPECIALTIES 
180 Vanderbilt Ave.. W. Hartford 10. Conn. (JA 
3026 Franklin Bivd., Chi. 12, IM. (NE 
Rockwell St.. Chi. I. (CO 
Ave., N. Y. 17. N. Y. (PL 5-2516) 
I! Sts.. Kansas City 8. Mo. (HA 0092) 


FOREIGN MAILINGS 
Sande Rocke & Co., Inc 91 Ave.. N.Y.C. It (WA 4.1551) 


FOREIGN POSTAGE 

6 Lahey St.. New Hyde Park, N. Y. (FL 2-295) 
FUND RAISING 

William M. Prott Associates 27 Washington Pi. E. Orange, N. J. (OR 3.2233 


HOUSE ORGANS (SYNDICATED) 
Susser Letter Service 70-01 Queens Bivd., Woodside 77, N. Y. (NE 9.7500) 


IMPRINTERS — SALES LITERATURE 
Circulation Associates, inc. 226 West Séth St.. N.Y.C. 19 (JU 6.3530) 
L. P. MacAdars Co 30! John St., Bridgeport 3, Conn. (ED 4.2167) 


INSERTING SERVICE — AUTOMATIC MACHINE 
Bonded-Nationwide ¥77 McDonald Ave.. Brooklyn 30, N. Y. (UL 3.1143) 
Circulation Associates, ‘nc. West Séth St.. N.Y.C. 19 (JU 6-3530) 
inserting & Mailing Corp Broadway, N. Y. 4, N. Y WH 4.3722 


INVISIBLE ‘on POSTCARDS 
East Orange, N. J. (OR 4-8308) 


LABEL PASTERS 
200 North St., Teterboro, N. J. (HA 8-194!) 


LABELS 
Dennison Mig. Co Framingham, Mass. (TR 3-351!) 
Eureka Specialty Printing Co ctric St.. Scranton 9 Pa. (Di 7-2035) 
Allen Hollander Co., Ir Gerard Ave., N. Y. § N.Y MO 5.i8/8 
Paramount Duplicator Products t N. Y. 4. N. Y. (BO 9-4424 
Penny Label! Co. 9 St.. N. Y. 7, N. Y. (BA 7-777!) 
Tompkins Lebel Co. 1518 Walnut St., Philadelphia 2, Pa. (PE 5-6999) 


Curtis 1000 Inc 
Du Plex Enve 


Foreign Postage Service 


Morley W. Jennings 


Pordevin Machine Co 


THE REPORTER OF DIRECT MAIL ADVERTISING 


: Proper Press, Ir 29 Lafayette St.. N.Y. 13, N. ¥. (CA 
Reply-O Products Co Central Park W.. N. Y. 23, N. Y. (C 
a es H. Rogers A 92.32 U Hall St., Jamaica 33, N. Y. (( 
Letiers, Ir 48 W. 23rd St. N. Y. (WA 
onde Rocke & Co., Inc 91 7th Ave., N.Y.C. 11 (WA 
ae J. 8. Sends & Compeny 6 Brighton Ave., Boston 34, Mass. (ST 
nye! The Smith Company 67 Beale St.. San Francisco, Cal. (SU 

N 
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J 
How To Get The Right Start in icing 
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How To Think About Readershis Direct Ma 
How Direct Ma Solves Management Problems 
> pea How To Think About Showmanship in Direct Ma 
How To Thnk About Mail Orde 
Mow Te Think About Production and Mailing 
hee The Plain Jane of Direct Ma 
Direct Mai! I 
The Sewdor Co 

Rag! 
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GADGETS 
Hewig Co W. 45th St.. N 9 N.Y 
Robert & W. Jack Bivd., Cr zo 4 
A. August “Tess 545 Fifth Ave 17, N.Y 

LETTERHEADS 

Brunner Printing Co., Inc 190 rsor Memphis 
Harper Engraving & Printing - t 
H Inc 27 fayette S Va 


Peerless Lithographing Co versey Ave 

MAIL ADVERTISING SERVICES (Lettershops) 
LOS ANGELES 
Alla ette Ser 


hi Tenn 


Kruge Adv. Mailing Serv ? Angele 
SAN FRANCISCC 


ION. D 


CHICAGO 


si\dwe 


WASHIN 


The Rylander 
DETROIT 
Advertising Lett 
& Bur 
ke 3 (Ma 


NEW JERSEY 
Un ( nty Busine Bure 


NEW YORK CITY 
Adve Ma 


ROCHESTER 
yer & Stret 
CLEVELAND 
eveland Letter Se 
MARION, 
‘ ne re 
PHILADELPHIA 
elly Organiatior 
Ww jington Mai! Advert 
Advertise 
HOUSTON 
Premier Printing & Letter 
TORONTO, ONTARIO 
silway 200 Ade 
MAILING LISTS — BROKERS 
*Archer Mailing List Serv 40 W. SSth St. N.Y 
*George Bryant Co 5% Me dis 
*George ®. Bryant Co 
The ¢ jqe Cx 
Dependable Mailing List 
"Walter Drey. inc 
"Walter Drey inc 
Internatior 
*Guild Co 
*Lewis Kleid Co 
"Willa Madaern 


* Members — Nationa! Council 
MAILING Usts By SUBJECT 
My 500 Reporter 
wner 2 000 000 
nt Ma 


Active Equipment Supply 47-3! 35 St.. Long Island City |, N. Y 
Albert Mailing Lists N. 6 N.Y 
A n Mailing Lists D j v 7. € 7 
As sted Advert h 
Bodine’s « of Baltimor 


Mi Fe 
Frite Hofheir er 
ndus. Machinery New 
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0 


Chi. 39, tl. 


(JU 2-2186) 
WA 2.188 
MU 5-9552) 


Tel: 8-5126) 
(AD 5057 
(CA 66340 
SP 2-7000 


6-3768 
8-265! 
2-3686 
4.7480 
4.499) 
6-4180 
4-706! 
3.0833 
9-046! 
2-0830 
7.4747 
(CO 6-3380 
(CO §-B416 
LE 2.3956 
(MU 7.4158 
(HA 


(Ci 14-9218) 


aq List 
MAILING LIST — COMPILERS & OWNERS 


(RA 99030 
(RE 2-7573 
(MU 8.6500 
(YU 57773 
(1D §-8900 
(WO 4-587! 
R 9.32750 
(HA 7.3862 
(CO 5.4490) 
(FR 8.4830 
(Fl & 4180) 
(OR 4.706! 


(BE 3.4239) 
. (ST 7.3169) 
4.0929) 


7.3169) 
y (Pi & (897 
48. Cal. (WE 39148) 
snd Y. (ST 4.5922 
+ New Y J. (UN 4.4800) 
26th St.. N. 10. N. (MU 5§-6278) 
MAIL ORDER AGENCIES 
Roskam Advertising (Mail Order) 1430 Grand, Kansas City 6 Mo. (HA 6469) 
parks Adve nq Agency p Box 2 Brownw i, Texas (9023 
MAIL ORDER CONSULTANT 
Whitt Northmore Schultz 1115 Old Elim Lane, Glencoe, II! 
MATCHED STATIONERY 
Tension Envelope Corp 1h & Campbell Sts., Kansas City, Mo. (HA 0092) 
MIMEOGRAPH MACHINE 
Addressing Machine & Equip. Ce 326 Broadway, N. Y. 7, N. Y. (HA 2.6700) 
MULTIGRAPH SUPPLIES 
Chicago Int Ribbon Co 19 Wells St.. Chi. 6 ti. (ST 7800) 
Mack Type Co., Inc 55 Fulton St.. N.Y¥.C. 7 (BE 3.1487) 
MULTILITH & MULTIGRAPH MACHINES 
Addressing Machine & Equip. Ce 326 Broadway, N. Y. 7, N. Y. (HA 2-6700) 
PACKAGING 
culation Associates, Inc 226 West Séth St.. N.Y.C. 19 (JU 6-3530) 
Pack-tt (also Mail-it) 7? Brown St.. Newark 5, N. J. (MI 2.7575) 
PAPER MANUFACTURERS 
750 N. Meade St 


(GL 2493) 


Appleton, Wis. (41454) 
swore (NE 6.855! 
Maine (Tel: 822!) 

juon, Pa, (IV 3.3160) 

Erie, Pa (Tel: 47101) 

7, (MU 2.7500) 

w PA 233 

& Pa. (WA 72-5441) 
Mar (OL 9.333!) 


(HO 47) 


PARCEL POST MAILING BOXES 
{ Inc. 2235 Utica Ave., Bklyn 34, N. Y. (ES 7.6112 


PERSONALIZED oo GRAMS 
Inc NLY.C. It (WA 41581) 


PHOTO enonavens 

44 W. 28th New York |, N. (MU 9.0585) 

754 W. Diet St. N.Y. C. (PE 60817) 


igeport |. Conn. (Tel: $3077) 


REPORTING 
Park P Newark, N. J 
POST CARDS 
119 N. St.. Milwaukee 12, Wis 
j e Put he 
190 Newt ‘ 5 Mae (CO 7.7500 
PRINTERS — LETTERPRESS 
McKiernan & Ce 1056 W. Van Buren, Chi. 7, Ill 
PRINTING — OFFSET LITHOGRAPHY 
28 W. 23rd St.. N. ¥. 10, N. ¥. (OR §-0300) 
San Bruno. California 
thoaraphing 4313 Diversey, Chi. 39, (SP 2 7000) 
ke & Co. Inc 91 Th Ave. NYC. tt (WA 4.1551) 


PRINTERS — LETTERPRESS & UTHOGRAPHY 
oker. Ir 60 Varick St., N. Y 
Paradise (4 
Press. Ir 229 W. 28th N.Y. N.Y 
CONSULTANT 

5 Lane 
SALES PROMOTION COUNSEL 
Martin Ad Agency (Mail Orde 5 PB E40, N.Y.C 
Ce 09 Market P altimore 2, Md. (PL 2-4806) 

SUBSCRIPTION SERVICE 
ssociate 226 West Séth St. 
er { er § Te 2.1187 
obe Mail Agency aw tt (OR §-4600) 
obe Organization 480 Lexington (PL 3.7998) 

SYNDICATED nowss MAGAZINES 
ond 9%, AT 1.4122) 


(MA 2.3966) 


(BR 6.4246) 


(TA 9.2424) 


(AL 5.3260) 
(ST $131) 
(LO 4.7490) 


(VE 5.3193) 


16 (LE 2-475!) 


1? (JU 63530) 


Fe 
TRADE ASSOCIATIONS 
2770 Pork Ave. N_Y.C. 17 (MU 8.0091) 
330 Dodae ‘ " Net WE 750) 
S7th 72 (MU 8.7988 
J es Courens, Detr (UN 4.9545 
ast 

VARITYPE 
er & Adding Mach. ¢ 22nd St.. N 
VARITYPERS AND TYPE oa 
56 Broadway, N. Y (AL 4.3230 
(WE 7780) 


Y. (MU 82445 


10 (SP 7.4990 


| 
Jewish Statistical Bureau 320 Broadway, N. Y. 7, N. Y bree 
Market Compilation Bur 834 Ventura Bivd.. N. Hollywood, Cal iene 
Montgomery Engineering 8500 2th St.. Detroit 6, : 
spa Me Arne 239 N. 4 t 5. O. (CA 4 
fficial Cath Dire y 2 Barclay St.. N. Y. 8 N. Y. (BA 7-2900) 
Paimer Lists 2432 Grand Con e N.Y.C. 58 (SE 3.2446) 
People In Place n 67 East 33rd St.. N. Y. 16, N. Y. (LE 2.3986) 
R. L. Polk & Co 43! Howard St. Detroit 31, Mich. (WO 1-9470) 4 
‘ N N MU 7-S3I1) 
3) (VA 2502 
2) (MI 8753 
perv. Ir S27 éth S N. W NA 85348 
Service We ario 0) (SU 7.8154 
272 W Maa n St 2 FR 28734 
216 W. Jackson Bivd FR 2.5953 
2930 Jeffer East, (7) (LO 7-9535 bas 
bth F Marquette Bldg. (26) (W 3.0588 
6 W. 10th (HA 6469 
Ahre A ates, Ie 254 W. S4th St 9) (JU 62547 
Benart Mai! Sales Ser 228 45th St 7) (MU 7.8830 
Cardinal Direct M 2 Broadway 4 4.3722 
Conters Lotte 48 E. 2ist S (AL 4-830 
stion A ste 226 We Se JU 63530 
Mery Ellen Cleacy 250 Park Ave. (PL 9-1520 
Flite Lette ir W. 32nd PE 462 Eastern Corporetion Bo 
etter Service ¢ 326 Broadway, (7) (BA 7-57 ©: & ton 
Ma 399 Water 4 9.7777 He er Paper 
Neibea A ’ Pre W 23rd St 0 CH 3.1678 International Paper ¢ 2790 42nd St.WN 
6) (JU 2 Kimberly-Clark pora Neenal 
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partment has a formidable title: Insti- 
tue of Humanistic Studies for Execu- 
Theory is that graduates from 
all schools have become too technical 
or specialized lacking in broad- 
sealed knowledge which would help 
to make them more human and better 
executives. It is costing the sponsoring 
firms about $12,000. for each junior 
executive during his nine month per- 
jod of intensive training. It's now 
starting its third year ... and results 
so far have been gratifying. Leaders 
in other industries are becoming inter- 
ested. Be sure to read this article .. . 
and keep your eyes on the develop- 
ment of more back-to-school activities 
for executives. 


tives 


[) 8& SURE TO READ the article on 
page 89 of October 10th issue of News- 
week entitled “Inside The Consumer.” 
It's a special business report on the 
controversy raging in advertising cir- 
cles over the much heralded and equal- 
ly damned “mass motivation research.” 
The Newsweek articles hits the nail 
on the head when it labels the whole 
subject as wrapped in confusion. In 
the October Reporter we halfway 
promised to give you the highlights of 
the “Motivation” panel at the DMAA 
convention. But when we read the 
transcript we gave up. The four 
panelists, in spite of urging by Chair- 
man Karl, couldn't come to any definite 
It was all very hazy... 
but everybody had a lot of laughs. 
Arthur Karl has had the courage to 
have the proceedings duplicated (as is, 
and without further comment). If you 


conclusions 


want them, write to him at Names Un- 
limited, 352 Fourth Ave., New York 10, 
N. Y. But don't expect any world shat- 
tering information. The Mass Motiva- 
tion experts will have to learn to talk 
in understandable language .. . like 
the old-timers Kenneth Goode or Don- 
ald Laird or even newcomer Peter 
Shugart, with his Invisible Goldfish 
(see October Reporter, page 41). 


7) 


[) WATCH OUT WATCH OUT! The 
biggest kicks we are getting today, 
yesterday and repeatedly . are those 
against the terrific duplications on 
the large mass mailings (mostly those 
of publishers soliciting subscriptions) 
We are getting examples of from six 


to a dozen exactly similar pieces being 
received in the same mail. We know 
the stock answer given by the mailers: 
too hard to weed out duplicates when 
renting many lists. But these dupli- 
cates are making direct mail look 
silly. You can’t expect to impress a 
prospect when he (or she) receives 
more than one identical appeal in a 
days mail. Some way must be found 
to eliminate this serious obstacle to di- 
rect mail success. It's an important pro- 
ject for the year ahead. 
— 
eed 

[) BETTER BE CAREFUL about how 
you advertise the worth of the products 
you offer. The Federal Trade Commis- 
sion on September 21, 1955, approved a 
consent order which prohibits the Gad- 
get-of-the-Month Club, Inc.,6600 Lex- 
ington Ave. Los Angeles, Calif., from 
misrepresenting the total retail price of 
merchandise sent to club members as 
being greater than the subscription 
price. The order also prohibits mis- 
representing the number of articies re- 
ceived by club members during stated 
periods. The FTC had claimed that the 
$12 a year subscription fee is substan- 
tially more than the total retail price 
of the gadgets. This ruling will pose a 
serious problem for all mail order 
sellors. So be careful of the way in 
which you describe the value of your 
products. 


eee 


[) PUT THESE DATES on your 1956 
calendar: The 39th Annual Convention 
of the DMAA will be held in the Stat- 
ler Hotel in New York City on October 
1-2-3. All of you who attended the 
Chicago 155 convention will remember 
the terrific jam at the last minute 
caused by the arrival of unexpected 
delegates. So if you think you are 
going to attend the 1956 convention, 
start making your plans right now. It 
would be wise to make your room res- 
ervations well in advance. The person 
to contact at the Statler about room 
reservations is Raymond Ashbaugh. 
We haven't yet met the Statler gang 
personally, but hope they are as full 
of pep and vinegar as those at the 
Morrison, 
eee 

[) PHILADELPHIA IS HAVING its Direct 
Mail Day on November 16. There will 
be clinics, Circles of Information and 
a showing of the DMAA award win- 
ners. Featured speaker at the luncheon 
meeting in the Bellevue-Stratford Hotel 
will be DMAA director, Paul Bringe, 
sales manager of Milwaukee Dustless 


Brush Co., Milwaukee, Wis. . . . whose 
success stories have appeared frequent- 
ly in The Reporter. Herman S. Thoenebe 
(Arndt, Preston, Chapin, Lamb & Keen, 
Inc.) is chairman of the committee of 
20 planning the Direct Mail Day ac- 
tivities. 
PAPER MAKERS ADVERTISING 
ASSN. members heard a mouthful at 
their semi-annual meeting in Chicago 
on September 19. Jerry Gray, presi- 
dent of Gray & Rogers, 12 S. 12th St., 
Philadelphia 7, Pa. was the featured 
after-breakfast speaker. We were 
privileged to see a copy of the manu- 
script. It cannot be reproduced here 
since it was a talk specially prepared 
for paper manufacturers. But Jerry 
really took down his hair and gave 
the promotion and advertising frater- 
nity of the industry all sorts of criti- 
cism for not paying more attention to 
the ultimate user of paper, which nat- 
urally includes the advertising agen- 
cies. Before his talk, Jerry made a 
survey of the heads of other advertis- 
ing agencies, including art and pro- 
duction directors. He found that none 
of them had been contacted by paper 
mill salesmen or paper merchant sales- 
men. It is Jerry's contention that the 
paper mills take the easiest course and 
focus their attention on the printers 
the processors. He thinks the 
paper mills should be more concerned 
with educating the specifiers or the ul- 
timate users. In this, your reporter is 
inclined to agree. Canadian mills have 
done it. Why shouldnt it be done here 
in the United States? 
eee 
[) FINAL WARNING! Get your Christ- 
mas mailings into the post office early. 
Emphasize, early. Have been watching 
the mail order gift sellers this year 
and they've done nobly. But you house 
magazine editors, even Christmas 
greeting mailers, should know the 
facts of life. The post office is jammed 
as never before in its history. In Sep- 
tember most of the Post Offices had 
their biggest month in history ap- 
proximately 17% ahead of everythiny. 
One local post office we know is about 
28% over last year (the biggest). Let's 
not have things happen as they did 
last year with Christmas—cover 
house magazines arriving in the middle 
of January. Give yourself and the hard 
working post office personnel a break 
mail early. Nothing is so dead 
. as a Christmas appeal or goodwill 
message which arrives after the carols 
have been sung 
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FOR EXAMPLE: Columbus 6, Ohio 
OCCUPANT ADDRESSING for every city in 
Ohio is available to you through our modern 
facilities. We can give you complete or partial 
coverage “tailor-made” to your needs, state- 
wide or by individual cities. 
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